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fora that TOE-line ... with Celastic! 


There’s strength in Celastic: to maintain toe shape and appearance! There’s 


capacity in Celastic: to reproduce the last lines of each new toe style; to 
bring trimness and smartness to every Matched Pair. 


Matched Pairs by Celastic are trim on the foot and true to the last. 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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S©NEW York’s finest”—two thou- 
sand strong—lined the streets for a 
parade. A store-promotion event, 
unique in all the world—R. H. 
Macy’s Thanksgiving pageant, con- 
ducted by the employees of that 
store as an annual frolic and good- 
will gesture. Other stores through- 
out the country follow suit and 
many of them use the same helium- 


filled balloons, floats and displays 
as a carnival gesture to the Amer- 
ican public that retailing isn’t all 
intake but occasionally a “beau 
geste.” 

But we are not going to speak 
about the store and its frolickers 
and the two-hour parade. Our in- 
terest is in the cop who keeps the 
crowd back to the limitations of 
the sidewalk along the holiday-quiet 
canyons of Manhattan. 

The cop, today, is not a foot- 
regimented soldier of the law. As 
long as his shoes are black and well- 
shined, he can buy what he wants 
and where he wants, too. The de- 


partment recommends boots but the 
majority of them wear oxfords. The 
department recommends _bluchers 
but bals are as common. The criti- 
cal eye of the inspector insists upon 
one thing—they must be well- 
shined. He leaves to the common 
sense of the patrolman those things 
which are obvious—they must be 
comfortable; they must be kept in 
repair. They must not have run- 
down heels. Ninety-nine and nine- 
tenths per cent of the policemen’s 
shoes are equipped with rubber 
heels. There must be a reason for 
this other than the gumshoe theory 
of the panther after its prey. They 
must actually play a part in the 
well-being of the one man in our 
current civilization who knows what 
walking actually is—pounding the 
pavements day in and day out. 
The policeman is no piker when 
it comes to paying the price for his 
shoes. He wants the best and has 
proven by test that it is money well 
invested. It would make a tidy busi- 
ness for any store to have 17,000 
cops beat a path to its door. That bo- 
nanza was considered years ago and 
many a man tried the Tammany 
Hall approach to get the business. 
Even discounts were offered—fat 
and generous—but time works, its 


{11} 


DECEMBER 2, 1939 


RAND) 


own solutions. The patrolman is a 
free agent when it comes to buying 
his shoes; and don’t be too cynical 
about a cop getting his shoes from 
the neighborhood store for nothing. 
He pays and pays because be knows 
that the petty graft route is one way 
to lose a swell job with a pay en- 
velope every 15 days. You'll find 
college men by the score in the de 


partment—for it is a proud busi- 
ness, this being a guardian of the 
law and it’s a foot-fit business too 
hecause they’ve got to keep athletic. 
And we'll match “New York’s finest” 
against the cops of the world for 
heing shod right. 
* * * 
WILL the dam burst? Will the 
public rush to buy in the weeks 
prior to Christmas? One great or- 
ganization is optimistic—the Na- 
tional Retail Dry Goods Association, 
who say: “Between Thanksgiving 
and Christmas department stores, 
dry goods stores, general merchan- 
dise, stoges and apparel stores will 





do $1,320,000,000 worth of business 
—approximately $130,000,000 more 
than in 1938.” 

The association calculation sup- 
ports previous estimates that the 
Christmas season is likely to prove 
the best since 1929. The organiza- 
tion plans a later survey which will 
cover actual Christmas trade for the 
first ten days of December. 

The notably favorable factors af- 
fecting the outlook for Christmas 
trade were summarized by the asso- 
ciation as follows: 

“Industrial production has soared 
to within a few points of the June, 
1929, high of 127. Christmas Club 


savings show a 7 per cent increase 


over a year ago. More than 1,000,- 
000 jobs have been opened up in 
industry and part-time employment 
extended to full-time for many mil- 
lions more. Profit-sharing with em- 
ployees in the form of holiday bon- 
uses is considered likely to prove 
the largest since 1936. When the 
Christmas rush reaches its peak reg- 
ular store forces throughtout the 
country are expected to be aug- 
mented by 500,000 extra workers to 
handle the trade.” 

While the association expected an 
appreciable increase in luxury pur- 
chases, it held to the view that the 
great mass of shoppers will seek out 
practical gifts in the medium price 
ranges. 

We put the emphasis on that word 
“practical” gifts as being the shoe 
store’s great opportunity. 


E. W. ACKLIN of the Acklin 
Bootery, Salem, Oregon says: 

“Why can’t we have a shoe 
march that will sound like this? 
Seams, Seams, Seams. Trim, Trim, 
Trim, Junk, Junk, Junk. It will be 
a good record to have on hand so 
we can play it every time a cus- 
tomer brings back a pair of shoes 
and tells us that the seams are 
making his corns and bunions hurt. 
It will keep the good shoe men 
from going nuts. 
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—Grey Matter, a snappy news bul- 
letin issued by Grey Advertising 
Agency, Inc., said in a recent is- 
sue:-— 

“Every indication points to record- 
breaking theatrical season. Why? Be- 
cause when problems multiply, people 
look for escape. Broadway will have 
more musical dies this than 
in years. Several comedies already are 
sell-outs. To advertisers, this should 
suggest something. Try light touch. 
Humor is in high favor—ride 
along with it.”’ 


—Good advice, say we, especially 
at this time of year when the holi- 
day spirit should prevail and 
. should be less tightly 





—Possibly many of our heavy prob- 
lems are due to, or at least ac- 
centuated by, the fact that we all 
take ourselves too seriously. 

—Life wasn't meant to be a sad 
affair—human frailties have 
tended to make it so. 








“I believe the last few seasons 
have been the most destructive sea- 
sons in the history of shoes—at 
least as far back as I can remember 
(and 40 years is a long time to 
remember). What are we going 
to do about it? Just sit and take it; 
and if you don’t like it, get out. 

“I’m speaking of the small shoe 
man who has been trying so hard 
to do a good job and uphold the 
profession. Who knows what Mrs. 
So and So wants, any better than 
the ‘man at the fitting stool? In 


all my days at the fitting stool, I 
have never seen so much junky 
trim and so many bad seams on 
shoes as we have nowadays. A 
good shoe man will almost have to 
make the shoe over before he can 
sell it. Can any one tell me why 
this condition had to enter into the 
finest and most honorable business 
under the sun? Let us put the shoe 
industry back in the hands of good 
shoe men—men who know shoes 
and shoemaking—not style design- 
ing nuts. That’s where it belongs.” 


. . a 
NATIONAL Shoe check-Up Days 
—March 18th to 23rd—is a pro- 
motion by the National Leather and 
Shoe Finders Association that will 
click in the repair shops of Amer- 





ica. Some 70,000 shoe repairers 
will promote National Shoe Check- 
Up Days and will go through a 
formula of giving the public a free 
service on the condition of their 
shoes. Here are some of the things 
that will be checked free: 

“FIT: Good—Too Short (need stretch- 
ing)—Too Long (need pads)—To Nar- 
row (need stretching)—Too Wide (need 
pads, etc.)—Need Relasting—Discard. 

“CONSTRUCTION: Good, Fair, Poor. 

“CONDITION: Good, Worn beyond 
repair, Need half soles, Need reheeling, 
Need foot correction—(Shank Work, 
Wedges, Pads), Need laces. 

“APPEARANCE: Good, Refinish- 


ing, Dyeing. 
“SUGGESTIONS: Dressings, Water- 
proofing, Shoe Trees, Heel Plates.” 


The idea back of it is to have the 
customers bring their shoes into the 
repair store for a fitting and ser- 
vice inspection. Many a pair of 
orthopedic shoes loses its remedial 
features when the heels are run 
down and the shoes are off balance. 

If you want more facts on the 
plan, write to SHOE REPAIR SER- 
VICE, 815 Mart Building, St. 
Louis, Mo. 

THE Commerce Department’s lea- 
ther and rubber division reports 
that exporters are in a position to 
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obtain at least 80 per cent of the 
total Mexican market for upper lea- 
ther. Mexico imported a total of 
275,000 pounds of upper leathers 
valued at about $538,000 in 1938. 
Despite serious competition from 
Europe, the United States supplied 
45 per cent of Mexico’s imports. 
Germany in 1938 was the second 
largest supplier of upper leathers 
to the Mexican market, obtaining 
30 per cent of the total trade. 
Official Mexican statistics, reflect- 
ing an increased effort on the part 
of United States tanners to improve 
their trade in Mexico during the 
current year, show that in the first 
four months of 1939 the United 
States supplied 53 per cent of the 
upper leather imports while Ger- 
many’s share of the market was 27 
per cent. While official figures are 
not yet available, tanners report 
United States leather trade with 
Mexico has continued to show prog- 
ress while Mexican imports from 
the European sources have shown 
a marked decline during the third 
quarter of the current year. 


t * * 


COUNCILMAN JOHN HART, who 
has conducted a retail shoe store 
in Main Street East, Rochester, 
N. Y., for many years, has been 
getting all the “breaks” lately. For 
one thing, he was re-elected to the 
Council—a lone Democrat to sur- 
vive in a deluge of G.O.P. votes. 

But something has been bothering 
him. 

In the rear of his store is a small 
repair shop equipped with all tools 
required by shoemakers for making 
repairs. Among them was a thread 
gauge which disappeared without 
trace seven months ago. Hart 
bought a new gauge, “but it wasn’t 
like the old one,” the councilman- 
shoe dealer said, and he mournfully 
repeated the story of the loss to his 
friends. 

Then a.new mystery appeared. 
Placing his hand in his overcoat 
pocket after a Council meeting, Hart 
was surprised to find the missing 
thread gauge—anyway, it was just 
like the one which disappeared 
seven months ago. 

The Councilman recounted the 
story of the strange recovery time 


and again, until all of his friends 
had been notifiel. Then the solution 
came. Daniel B. Suter, realtor and 
friend of Hart, had purchased an 
old gauge at a Front Street pawn- 
shop (with City Clerk Thomas 
O'Leary in on the secret), and it 
was slipped in the Councilman’s 
pocket while he was attending Coun- 
cil meeting. 

Whether it is the same old thread 
gauge or not, the latter is happy. 

* + ” 





PAUL C. SCOTT of the Scott Foot 
Appliance Co., Omaha, Nebraska, 
says: 

“After all, there isn’t any shoe 
man in the business who can pick 
up a shoe and tell you definitely just 
what that shoe is worth or what it 
should sell for, as it may have fea- 
tures or qualities which enhance its 


value to the public one or two dol- 
lars per pair more than he figures. 
This same thing applies to the cus- 
tomer, only more so, and if a dealer 
is thoroughly familiar with his prod- 
uct and its advantageous features, 
he need have no fear of quoting a 
price to the customer that returns 
him a very fair margin of profit. 

“This same feature applies to my 
own particular business and as I see 
it, what the shoe business needs 
more than ever right now is more 
and better salesmanship on the front 
line at the fitting stool.” 

- * 

WVE chanced to sit alongside of 
M. A. Mittelman at a recent style 
show. Along came a mannequin 
wearing heel-less sandals. They were 
nothing more than a square of leath- 
er wrapped around the foot. We 
made the remark: “Is that the inevi- 
table fashion in shoes a hundred 
years hence?” Mitt replied: “Not 
as long as there are heels and heels. 
It’s feminine to fascinate and mascu- 
line to appreciate.” 
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"Nol See—socks, socks, you buy them first.” 










KNOW YOUR 


**STIER Sells Superior Shoes” may have sounded 
like just so many words when Earl Stier first used this 
alliterative slogan 15 years ago, but today it is the real 
McCoy and he can prove it. 

It isn’t everyone who can order 340 pairs of a single 
model shoe in three widths as did this enterprising shoe 
man last September. So much curiosity did the order 
arouse that one of the executives of the firm motored 
to Lexington, just to see who this fellow Stier was. “My 
curiosity bested me,” he confessed; “I wanted to see the 
man who was ordering such a quantity of a single 
style, and how he disposed of such a big order.” 

The story that he told this executive is the story be- 
hind his success. When he started into business he was 
just one of the many Lexington merchants who sold 
shoes. Today he has one of the outstanding shops in 
the community. Realizing that his was a college town, 
home of one of the oldest military schools in the Mid- 
west, he decided to get the school trade. 


SL 
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CUSTOMERS 


Back in the old days the military schools were unlike 
the regular army. They had regulation uniforms, but 
with shoes, the sky was the limit. As a result one could 
find blacks and browns, high shoes and low shoes, three 
and four buckle shoes being worn on the parade 
ground. 

In talking to the commandant one day, Mr. Stier sold 
him the idea of regulation shoes for all cadets. When 
he sold this idea, he also sold himself a sweet little 
When he received this 
People 


order, an exclusive contract. 
exclusive contract, he found added patronage. 
figured that if he could swing such a big deal, he must 
have something that other shoe men did not. 

The regulation shoe that he provides for Wentworth 
students today is a black, plain toe officers’ type, mad: 
with a heavy single sole. Every boy buys two pairs at the 
opening of school. The school’s enrollment jumped uj 
35 boys this year. From all present indications, thi- 
year’s figures will be topped by at least 30 more boy- 
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next fall, and Stier is going to get the business. Don’t shoe today looks military and it fits the needs of those 


you think he isn’t happy about this deal. who lead a military life. 

But lest we place the cart before the horse, possibly “It is quite a problem fitting the cadets,” he informed 
you would like to know about the classical sales boner me. “It is necessary to carry all sizes from 5-13, triple 
which helped him sell the commandant on a regulation A-E. Ordinarily, I always carry 75 pairs in stock, 
shoe. It was a pure accident. As we said, a medley of some of each size, but | fit the others at the opening of 
shoe styles and colors already prevailed. school and wire my order to the factory. Of course, the 

One day Stier ordered a batch of shoes, a banana shipment service is pronto.” 
yellow, which he expected to try to sell to the colored 
trade, because these customers usually prefer the lighter J UST for a very brief period before the adoption of 
tans. Stier was up in Kansas City when this order came this shoe, the first attempt at a regulation shoe was a 
in and his salesman opened the box when it arrived, high shoe, but then when the academy did away with 
putting a few pairs on display in the window. When he _ puttees, high shoes were discarded. Another reason re- 
came back he inquired about this order, only to learn sponsible for the change in style, was that too many 
that every pair had been sold that afternoon to Went- cadets made complaints; many of them had never worn 
worth cadets! high shoes in their entire lives. Today the entire bat- 

Well, at the parade that Sunday, they did look rather talion wears a standard shoe that gives comfort and 
unusual, to say the least, and the commandant agreed endurance. 
that if cadets lacked good taste in shoe selection, a “One contract led to another, too,” Stier told me. 
regulation shoe was the only alternative. The regulation “I now fit each cadet with a pair of rubbers, also. Then 

there are sales which do not come within the scope ol 

























the contract. Socks, garters, shoe polish, haberdashery 





equipment, all move readily with the cadet trade.” 










Left: Earl Stier fits one of his cadet customers 
to a pair of regulation shoes. These are not But Stier doesn’t stop there. He sells other shoes. 
the only items that he sells to these customers, 7 , ‘ : m 
Seo fhe stone dress cheese, Sects, sliggere especially around vacation and furlough time. The boys 
hosiery, garters, belts, polishes and haber- have come to know his place from being outfitted there 
dashery as well and does a standout job on = 

ghem $00. [TURN TO PAGE 32, PLEASE | 






AND STUDY THEIR NEEDS 
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Merchant Who Makes the Footwear Require- 
4 ments of the Community He Serves His First 
1 Consideration, and Aims to Supply What His 
n 

e Customers Want, Has Mastered the Most Impor- 
tant Rule of Shoe Retailing, in the Opinion of 
Earl Stier of Lexington, Mo., Who Built a 
h 


Prosperous Business in a Few Years by Put- 






ting These Principles in Practice in His Store. 






Plenty of styles are displayed by Stier's in 
the windows, with slippers and hose righi 
down in front, 
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Top row: (Left) Conservative forepart 
and conservative heel on a last that may 
be pointing the way toward a new trend. 
(Right) This new last on a 22/8 heel has 
been designed with shorter forepart and 
back and plenty of toe room to give 
better fit to more feet. Both lasts by 
Sterling Last Corp. 


Bottom row: Last from Stewart & Potter, 
a Branch of United Last Co. This last, 
called “Tops” by its makers, is a new 
walled last. It’s news because the top 
of the wall has a rounded edge instead 
of a sharp ridge, giving a less bulky ap- 
pearance to the toe of the shoe. Pullover 
from Holden & Quick, Inc. 


One of the smartest suits of the season 
is this imported shadow plaid of deep, 
dusty rose (Vera Maxwell original) 
worn with a black felt hat (Dobbs) and 
black kidskin shoes (Rice O'Neill) 


DOES YOUR CUSTOMER 
STICK TO HER LAST? 


©©9D 0 these shoes have the same last as the ones I am 
wearing?” Isn’t this the first question your discriminat- 
ing customer asks when you slip a pair of new shoes on 
her feet? She may not know just what a last actually 
is but she does have a general idea that it has some- 
thing to do with the comfort and fit of a shoe. Possibly 
she also realizes that different lasts make different look- 
ing shoes. The walled lasts of the past few seasons must 
surely have taught her that lasts influence styles. 
There has been plenty to talk about in the lasts for 
the current season and there will be even more to tell 
your customer when the Spring shoes are on your 
shelves and in your windows. In the past few seasons 
last makers have been waking up to lots of new pos- 
sibilities in their work. And the manufacturer has made 
good use of these new ideas. The walled or plateau last, 
the rocker bottom last, lasts with new toes—turned up 
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If She Does, So Much to the Good for That Shows She te Last-Congciasia. 


But If She Asks for the Same Last Every Season, It°s Time to Tell 


Her about 


Some of the New Lasts on the Market. 


and Style News in these New Lasts. 


or high and round, without being turned up, or sloped 
under to give the illusion of being shorter than they 
actually are—all these have been used in the Fall shoes. 
For Spring, the rocker bottom and the Turkish or 
turned-up toe will be less important, but the walled last 
will be bigger than ever. 

The basic idea in all the new lasts is the same—to 
create a last which will give better fit and greater com- 
fort and, at the same time, be new looking and flatter- 
ing to the foot. So-called “feature” or “comfort” shoes 


. 


There's Comfort 


by ELEANOR RUTLEDGE 


have always been built to serve the first purpose, of fit 
and comfort, but the idea of making a becoming shoe 
in feature types is only a recent development. On the 
other hand, lasts scientifically designed for comfort in 
style shoes are equally new. 

The new lasts, built for style shoes, are designed to 
give, first of all, plenty of toe room. They are high and 
wide, both. They prevent the shoe from pressing the 
toes on the top and on the sides. They are the result of 

[TURN TO PAGE 31, PLEASE] 


Top row: Last by Daetsch & Woodward, Inc. 
This last is constructed so that the walled edge 
slopes slightly inward instead of standing at 
right angles to the sole of the shoe. The 
result is more graceful and less bulky. Shoe a 
-Pandora Exclusive by Newton Elkin. Bottom 
row: Last by the Vulcan Corp. “Illusion” 
is the name of this last and illusion is its pur- 
pose. The turned-under toe, longer at the top 
than at the sole, makes the shoe look shorter 
and, at the same time, gives it ample toe 
room. Shoe by Boyd-Welsh. 
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Plenty of shoes can be displayed on this 

novel criss-cross bamboo rack which, be- 

sides showing the shoes off to best advan- 

tage, does away with the appearance of 

overcrowding in a sale window. This unit 

was used in a sale window by J. & J. 
Slater, New York. 


MUCH has been said recently about the lack of inter- 
est shown in sale shoes. Often, not enough has been 
done to make the sale interesting. No merchant can 
put a small “price” ad in the paper and two sale signs 
on the windows and expect the public to get more ex- 
cited about it than he has. Modern ‘sale-ing requires 
showmanship as well as shoemanship. 

With sales this season limited to close-outs of odds 
and ends and seasonal styles, there’s a greater need for 
a good sale build-up than usual. Ordinarily, a sale of 
fixed-price shoes that offers “choice of stock” selection 
will win response from regular customers. And a store- 
wide clearance will get some action. 

But when it comes to getting a quick, clean close-out 
of only the shoes you want to clear, you've got to create 
a lot of quick response—get crowds in to get shoes out. 
And you should plan to get attention from the GEN- 
ERAL public—to make new friends, as well as please 
old ones. 

To do this try a two-part sale. Advance sale days for 
customers, with cards or letters mailed to the actual cus- 
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Help Your Sale 


tomer list; sale deductions to be made from regular 
prices on presentation of the card or letter. Follow 
this with a bang-up sale, with all the trimmings, for the 


general public. 


Dear Madam: 

You, and our other customers are invited to make first 
choice of several hundred pairs of this season’s smart 
shoe styles that have been reduced for quick clearance, 
CUSTOMER COURTESY DAYS (days and dates), 
before we announce our “Make Way” sale to the general 
public (day and date). 

With shoe prices advancing, we know that many of 
our thrifty minded customers will welcome this oppor- 
tunity to select shoes that are in good style, at worth- 
while savings—particularly when you get first choice. 
There’s a variety of styles in all sizes usual in our regu- 
lar stock, but, of course, not every style in every size. 
Since sale savings will be deducted from the regular 
prices at time of purchase, PLEASE BE SURE TO 
BRING THIS CARD WITH YOU; thank you. 

STORE NAME and ADDRESS 


The appeal to the general public is, “If you don’t 
know Store Name shoes, and service take this oppor- 
tunity to get acquainted, and make a substantial saving 
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Four three-sided lettered signs 
(different color on each sur- 
face) are~set on four small 
electric turntables timed to 
turn at the same rate of speed 
so that the words SHOE, SALE 
and SAVE are spelled out as 


they rotate in unison. 








— 























L 
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at the same time. If you know about our shoes, but 
felt them a bit expensive, enjoy them now at these 
lower prices, and learn for yourself that even at their 
regular prices they are very economical and so satis- 
factory to wear.” And add, “Though they’re sale priced 
to clear our stocks before the new season, THE STYLES 
ARE GOOD. Because Store Name is a style leader, 
always in the forefront of fashion, these shoes can be 
worn with assurance that they are smart, and correct. 


We're so sure of them that we are willing to let your 
sale purchase be your introduction to Store Name shoes. 
We're certain they will lead to future purchases which 
is more important to us than a single sale.” 

The thought (or thoughts) can be stated in many 
different ways. However you say it, it is important to 
vive the event a good setting, to dress up for the event. 
It’s tremendously important to create the feeling among 

[TURN TO PAGE 41, PLEASE) 


Make New Friends for You 


Y our Clearance Will Be More Successful if 


You Take the Time and Trouble to Stage It 
Right. To Make New Friends and Please Old 
Ones, Why Not Try a Two-Part Sale?—Advance 
Days for Regular Customers and Then a Bang- 
Up Clearance for the General Public! 


by BR. E. ANDRUSS 


This novel clearance display illustrates one 

way of dramatizing sale windows. The 

model of the man reading the sale ad in 

the newspaper was duplicated in another 

indow of wo ’s shoes with a female 

figure. Used by S. J. Brouwer Shoe Co., 
Milwaukee. 
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A Boot and Shoe Recorder Department 





orl! 


A Profitable Contact 


Lovett Brothers, shoe retailers of 
Staunton, Virginia, believe that one of 
the most useful groups of contacts for 
a mailing piece consists of the rela- 
tives and friends of their regular cus- 
tomers. 

Here is the substance of a letter 
they recently sent out to the husband: 
of their feminine customers: 

“It has often occurred to us that the 
man who pays the bills for their families 
are sometimes least known by the 
Merchants. It is with that thought in 
mind that we are writing you, appre- 
ciating the business we receive from 
RS ....« But we would like to 


see you come in our store and renew 
re — 





“If you have been a customer at our 
store, you are acquainted with the high 
quality of our merchandise and the cour- 
teous service rendered. If you haven't, 
we would like very much to have you 
come in and get acquainted and see our 
nationally advertised limes for men; 
among them, Florsheim, Arch Preserver 
and Freeman Shoes. 

“Foot comfort can only be attained 
when shoes are properly fitted. 

“We have expert shoe fitters, aided by 
the X-ray machine. Here at Lovett 
Brothers we make a point of supplying 
you with everything you need, from corn 
pads to shoes and hosiery. 

“Come in soon, and let us have the 
pleasure of fitting you in your Winter 


footwear.” 
* * * 


Free Shoes for Employees 


When shoe sales are slack, you can 
always find a fertile field for business 
among your store’s own employees, 
says shoe buyer Sidney Persons of 
the Kennington department store in 
Jackson, Miss. 

Each month Mr. Persons runs a 
selling contest in which the personnel 
of all the departments on the first 


ps 


® 





by JOHN F. W. ANDERSON 


floor may participate. The prize is a 
pair of shoes to the employee who has 
sold the largest number of shoes 
either directly or through suggestion. 

For example, any one of the six 
men’s clothing salesmen may bring a 
suit or apparel customer over to the 
shoe department for a look at a pair 
of shoes which might match his suit. 
No high-pressure salesmanship is 
used, but many a sale does result 
from friendly suggestions. If the cus- 
tomer’s name, shoe habits, and the 


And it looks like a sure winner 
down the stretch! 


name of the salesman who is friendly 
with him are placed on a card and 
put on file in buyer Person’s office, 
the salesman receives credit for it and 
also for any shoes that customer buys 
during the following year. The shoe 
department gets a chance to sell the 
customer at once or possibly later, 
and at the same time files away valu- 
able information on a customer who 
may be a profitable contact for the 
future. Any employee may do the 
same, and counting several prospects 
from each, this has accounted for an 
amazing total in a few months. 

The cards are used for direct mail 
and for reminding the salesmen to 
play up the department to their 
friends. Each sale is tabulated and 
traced back to the card—and thus, at 
the end of the month whichever em- 
ployee’s efforts have borne the most 
fruit is readily apparent. Buyer Per- 
sons bars no holds—any employee has 
the right to enter the contest, and the 
novelty of the idea appeals to them 
tremendously. At the end of the 
month the winning employee gets his 
free-rein choice of any shoe in the 
house, any brand desired. 


* + 


Prize Contest 


A model gasoline driven airplane 
was the prize offered in the recent 
contest for boys run by the Miller 
Brothers department store in Chat- 
tanooga, Tennessee. The contest ran 
a month and the boy who brought in 
the greatest number of new customers 
was presented with the airplane—each 
new customer counting 100 points 
toward the prize. 

To say that the response was big, 
would be putting it mildly. On the 
Saturday the airplane was given away, 
over a thousand boys and their 
friends appeared at the store. As an 
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BEST IDEA OF THE WEEK 


CAN YOU TIE THAT? 
(Stieninc & Coiietre, ATLANTA, Ga. 


Mr. F. H. Collette—“I sure am glad you dropped 
in, Mr. Ideator. You see, I saw that idea of yours 
in the October 7th issue of the Boot anp SHoe Re- 
CORDER in which you explained how to prevent tongues 
from slipping over to one side.” 


O. P. Ideator—“Yes, all you have to do is to punch 
a hole in the top of the tongue and slip one of the 
laces through.” 


Mr. Collette—“It reminds me of a couple of other 
tricks I’ve used for years in lacing shoes which might 
be helpful to other retailers over the country.” 


O. P. Ideator—“Go right ahead! You see, I don’t 
consider these pages of any value unless they are used 
by shoe retailers as a trading post for proven mer- 
chandising ideas.” 


Mr. Collette—“Well, in the first place, you will 
notice in the first of the sketches I have here that 
the usual method of lacing shoes leaves considerable 
space at A and B between the two bottom eyelets and 
the next two above. This often causes an unsightly 
buckle in the leather at A and B, especially in bal 
patterns. This can be prevented by the ‘straight 


across’ type of lacing or, since many men find this 
lacing more difficult to pull up, I use the lacing I have 
shown in Figure 2, which makes it easy to pull up and 


also does away with the ‘buckle.’ The finished lacing 


is shown in Figure 3.” 


O. P. Ideator—*That’s a practical way to lace a 
shoe.” 


Mr. Collette—“And here’s another practical way 
when a man has a prominent bone on the instep and 
a corn is formed. Usually, if not caused by the lace 
pulling across the area and possibly chafing, a change 
in the method of lacing will give relief and often will 
sell a pair of shoes. 

“Figure 4 shows how the lacing prevents a cutting 
into this bone by having no laces pulling across the 
tongue for an inch or more. This position can be 
varied up or down depending on the exact position 
of the bone in relation to the eyelets. Incidentally, 
flat laces are necessary in a case like this, as round 
laces are more inclined to cut into the instep. Some- 
times relief can be obtained only by skipping an 
eyelet completely.” 

O. P. Ideator—“It seems to me that it is these simple 
personal touches which will do more to bring a cus- 
tomer back again than all the smooth selling talks 
ever devised.” 

Mr. Collette—“Yes, and practical ideas like these 
have sold many extra pairs of shoes in our store.” 


| 7 


A 


Fig. 1 





| 


Fig. 2 Fig. 3 


Fig. 4 








added attraction several airline pilots 
appeared and they were besieged for 
autographs by their youthful admirers. 

Was the contest a success? Well, 
over 900 extra pairs of boys’ shoes 
were sold during the month. And as 
a climax, one of the pilots an- 
nounced the rules for a new and bet- 
ter contest for the following month. 


* + 


Successful Mailing Pieces 


Every once in a while, a shoe store 
gets out a mailing piece or advertise- 
ment that draws exceptionally well. 
Then every effort is made to conceive 
another piece that will draw equally 
as well or better. If you have a 
mailing piece that has been a money 
maker, why not repeat it again—and 
again, until it loses its punch? Stores 
who make considerable use of mailing 


pieces and advertisements have found 
that repeaters will draw almost as 
well the second and third times. And 
they will continue to use this same 
form until it has lost its effectiveness, 
and then possibly put it away for a 
time, and then use it again. For it 
seems that few customers will re- 
member the first piece and even if 
they do, it will make little difference, 
and the ad will draw just as well 
again. 

It is the stores who make little use 
of mailing pieces and advertisements 
who are constantly seeking something 
new and different to draw better than 
a previously successful piece. Whereas 
they would be more certain of an ade- 
quate return if they used a previous 
successful ad over again with changes 
in the shoe models and possibly slight 
changes in the copy. 


Shoes Going Up! 

If there’s one place in a department 
store where a customer has time to 
stop and look at a display sign, it’s 
in the elevator. 

On the walls of the elevators in 
Gimbel’s in New York are glass 
frames one foot wide and two feet 
high. Each contains an advertisement 
of the latest offerings in the shoe de- 
partment. There is an open slot in 
the top of the frames so that the signs 
can be changed each week. The only 
step beyond this would be to have the 
elevator operator announce the week’s 


specials. 
* 7 * 


“Wedge ... the sole of comfort 
and chic in this casual shoe of per- 
forated suede.” 

(Ransohoff’s, San Francisco) 











Te fel 
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OUTLOOM 


Price Freedom vs. Price Total-izing 


BBECAUSE a supply market softens and a few prices 
sag, a lot of guys are going around saying: “I told you 
so.” Anyone with a grain of common sense knows that 
no forward movement of prices is a steady, upward 
trend. It’s a series of steps—two forward and one back 
—and now and then a pause for the seasonal contrac- 
tion—then ahead again. The economic battlefield is 
strewn with hunches, guesses and mistakes but everyone 
who has been in shoes for a year or more knows the 
world movement is up. The facts are apparent—the 
opinons only guesses. 

Even if we had leather stored up in every barn in 
America and dollars stuffed in every bank, there would 
still be a need for a strong industry to revitalize its 
theory of business enterprise. The issue isn’t price— 
but trade practice on pricing. 

The time has come for a reexamination of the 
conditions under which business enterprise func- 
tions. 

The Maginot Line is no more rigid than the 
wall of prices with which we have encircled our 
industry. There is no price freedom in America 
at the moment. Marketing fails today because 
it is not free to move either up or down. We 
have, in America, freedom of speech, freedom 
of assemblage and all of the freedoms of democ- 
racy, but one freedom we don’t possess—price 
freedom and real freedom in business. 

If a principle is worth anything at all, it is worth 
fighting for and this principle of price freedom is far 
more important to the merchant than anything else. 

If we could do something to revitalize the theory of 
business enterprise, that would bring back to the mer- 
chant the liberty to buy his shoes at any price and sell 
them at any price to the public, we will be doing some- 
thing that will be effective not only next year but ten 
years and more hence. There is almost as.much at stake 
in the battle of price freedom against price total-izing 
as there is in the issues abroad—industrially speaking. 

We could go on declaring the basic principle—but 
every adult merchant knows that business enterprise in 
the long run only lives because enterprise leads to a 
profit. The word enterprise does not mean price control 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


but a free expression of values as determined by a real 
merchant who prices “what they are worth” at the time 
they are offered for sale. A fixed mark-on may actually 
be wrong—to merchant and customer. 

Here’s one way of making a break in the wall! When 
you buy a line of shoes “across the board” and it con- 
tains everything from alligators to patent leathers, are 
you a merchant or a bookkeeper when you give all 
those styles to the public at one fixed price? Isn’t there, 
in the many types of shoes, one or more patterns and 
colors and materials that can be appreciated by the 
public for a little more money? Isn’t there in that 
line-up of shoes some numbers that have so much more 
fashion appeal that they will sell at a better price? 
Also, isn’t there in that collection of shoes some num- 
bers more perishable than others and warranting there- 
by a better price for the risk involved? Take a real good 
look at a line of shoes from the viewpoint of their pub- 
lic desirability and see if that isn’t one way through 
the barbed wire into a new field of enterprise. 

We are looking the merchant straight in the eye this 
time and saying: “Can you do it? Because if you do, 
you are worthy of the name merchant. If you don’t you 
are a storekeeper in a ‘strait-jacket.’” 

We're not saying a word to the manufacturer about 
his policy of selling shoes “across the board” for, after 
all, he has got cost accountants to equalize for the 
moment. The important place in this battle of price 
freedom is at the firing line—the retail store and the 
fitting stool. Insteal of a barrage—pick your shots. 

If the industry were in the position of not giving con- 
sumer satisfaction, we would shut our mouth and hold 
our peace forever—but we believe the public would 
get more satisfactions under price freedom, better 
selections and better values as well. 

If shoe pricing continues inflexible and resistant to 
change, the longer the adjustment period will be. If 
we accept the principle of price freedom, we can all 
move forward slowly and surely. Advance by degrees 
and you move more safely. 
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Brown bilt 


AIR STEP SHOES FOR WOMEN have a new carton—other aggressive policies, too. 


In the trade, one of the most generally 
‘envied advantages of Air Step Shoes for Women 
has naturally been the patented Magic Sole. 

Something the woman could put her feet 
in—and feel; that the retailer could “get his 
teeth in” —and sell. 

For 1940, we have harnessed up that 
Magic Sole to style in some of the soundest, yet 
most spectacular national advertising you ever 
hoped to have. 


It will run often and regularly in mag- 


azines where people are bound to talk about it. 
It will start appearing shortly after the 
turn of the year. 
We'll be glad to give you an advance 
slant on the new Air Step picture if you'll write 


us for information. 


Secon Shoe Gompany 


Manufacturers . . . St. Louis 
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Follow 
the “Fiery” and “Cloudy” Routes for 
Color Co-ordination in Evening Fashions 


in accessories. Fur wraps are the most popular but 
many velvet and wool coats will be seen, especially in 
black and red. 

The element common to all these vari-colored dresses 
and wraps is the use of sequins and gold embroidery 
for trimming. Sequins are even being used on fur. 
There are gold and glitter also in the gold brocade and 
lamé wraps and dresses and, of course, in the elaborate 

._ necklaces, clips and bracelets. All these trends point 
to the metallic shoe with jewelled trimming. And so far 
gold and silver kidskin and mesh are the number one 
materials and colors. Copper has appeared here and 
there in shoes and in a few very lovely dresses. 

But it should take more than one all-occasion gold 
or silver shoe to satisfy your customer. She should be 

[TURN TO PAGE 48, PLEASE] 





HIGHLIGHTED in the season’s fashions for evening are 
the full skirt (sometimes bouffant, sometimes softly flow- 
ing as here), the closely fitted bodice, the “covered- 
up” look of shoulders and arms and the trimming of 
sequins or elaborate gold embroidery. Smartest early 
note in hair adornment is the gold or silver snood. Most 
exotic in footwear is the clog or wedge-heeled shoe or the 
jeweled mesh and kid sandal, shown here in the large 
drawing with plastic “glass” heel and platform sole. New- 
est of wraps is the bell-shaped fur cape in white fox, 
ermine, sable, mink or chinchilla. 





SIGNPOSTS TO WINTER FASHIONS 





THERE are definitely two schools of thought in color 
for formal evening fashions this Fall, so you might as 
well take them both into account from the start. Very 
smart women will include both of them in their ward- 
robes. Specifically, they are what wé have called in 
these co-ordination charts the “Fiery” and the “Cloudy” 
routes to color co-ordination for Fall. (For co-ordina- 
tion in daytime costumes see the Sept. 9 and 16 issues.) 
Dresses divide naturally into these two groups. There 
are the smoky greys, the misty blues and pinks, the 
taupes and dull plum colors. And there are the clear 
bright reds, the peacock and royal blues and several 
shades of green. We are not going to discuss black 
and white dresses here. There are many dresses in both 
being worn and they lend themselves to many colors 
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Courtesy of JOHNSON, STEPHENS and 
SHINKLE SHOE COMPANY 


Makers of 


Twelve of these high-speed, 


motor-driven machines attach 
the soles by means of a lock- 
stitch seam. 

Shoes made by this method 


have a well-earned reputa- 


tion for flexibility and com- (B/C SOLE STITCHING 


fort. They keep their shape 
and their popularity is found- MACHINE — MODEL C 


ed upon a background of 


sound shoemaking principles. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 




















4 REARRANGE your win- 

dow displays today so they 
will not look the same to pass- 
ing shoppers. If any of your 
gift lines are not moving, give 
those lines feature spots in the 
window. A big window of your 
best selling silk hose, with cards 
featuring the prices of gift 
boxes will be timely. 


oO JUST three more shopping 
Saturdays before Christ- 
mas so you will want to plan 
another good ad for today’s 
papers that will bring in a big 
crowd tomorrow. Use plenty of 


lines. Play up any lines 
are not moving fast enough. 





12 TRY another mailing 
card to your mailing list 
today, featuring one single 





1 YOU will need a big, 

strong ad today for Sat- 
urday selling because your ad 
will have to compete with a 
newspaper full of Christmas 
advertising. Play up all of your 
gift lines, such as hosiery and 
house slippers, but do not neg- 
lect your footwear lines en- 
tirely. No “special prices” will 
be necessary. 


WHY not send out a mail- 

ing card to your customer 
list sien featuring women's 
silk hose by the box of 2 or 3 
pairs, for Christmas gifts? Em- 
phasize mail and telephone or- 
ders, and the fact that hose 
will be packed in appropriate 
Christmas boxes and wrap- 
pings. Make your copy brief. 


9 ARE you making the best 

possible use of your tables 
and counters for selling dis- 
plays of such gift lines as house 
slippers? When the store is 
busy these open displays of 
merchandise with selling price 
cards will make additional sales 
for you. Spend every minute of 
your own time in selling. 





1 CHECK your stocks 
again today, and make 
a list of all the gift items that 
look as though they are going 
to require some special promo- 
tion if you are to sell out clean 
before Christmas. Watch your 
hosiery stocks carefully! This is 
one line on which you cannot 
afford to have “outs.” 


The 
Retail Shoe Store 
CALENDAR 


For DECEMBER 














MAKE sure your windows 

are good, selling windows 
thet will get action from to- 
day's crowds of Christmas 
shoppers. Every item in the win- 
dow should be plainly priced, 
of course, and the gift lines 
featured in last night's ad 
should be right up in front. Be 
sure to have plenty of selling 
help. 


6 THIS is the day to make 

your weekly check of 
stocks and it should be done 
very carefully and the figures 
duly noted, for you have in 
your stock many gift items 
which must be kept moving and 
yet enough stock maintained so 
you will not lose sales. 





LAST MINUTE GIFTS 











1 SEE that all sales peo- 


ple know which gift lines 
need special selling attention. 


Remind them, too, that yours 
is primarily a shoe store, and 
that every customer who comes 
in for a gift purchase is a po- 
tential footwear customer. It 
is easy to overlook this during 
the holiday season. 
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NOW would be a good 

time to note what spe- 
cial Christmas lines your com- 
petitors are stocking this year. 
Try to learn whether or not 
these lines are selling. Make a 
note of this in your sales diary 
so that you can refer to it 
next year when you are plan- 
ning your holiday merchandis- 


ing. 


11 YOUR window displays 

will need further atten- 

tion today. Not necessarily a 
let L | 





able rearrangement and some 
new display cards and price 
cards to liven things up. Do not 
neglect your regular footwear 
lines. Use display cards sug- 
gesting footwear as the prac- 
tical and appropriate gift for 
all the family. 





1 TODAY'S advertisement 

for Saturday selling 
should, of course, be another 
gift ad featuring all of your 
gift merchandise. This would 
be a good time, too, to feature 
party slippers for holiday fes- 
tivities. Have you played up 
merchandise certificates for 
Christmas gifts? If not these 
deserve some attention too in 
tonight's ad. 
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Christmas Gift Promotion Will Occupy the Atten- 


tion of Most Shoe Merchants During the Present 
Month. If Your Stocks Are Right and Your Merchan- 


dising Plans Well Made, Holiday Business Should 
Swell Your Sales to a Marked Degree. But Don’t 
Put Seasonal Accessories Ahead of Regular Shoe 


Business, Even in This Month. 


16 IF you deem it necessary 

to mark down any gift 
lines in order to clear them out 
during the next week, do it to- 
day and put all such items in 
the windows with cards featur- 
ing them as “specials.” Hun- 
dreds of people will look in your 
windows today for gift ideas— 
and bargains! 


20 A busy day for the store 
no doubt, but it should 
never be too busy for you to 
make your weekly check of 
stocks. When you have finished 
take the results and give some 
thought to the selling days 
after Christmas. Are you going 
to have stock on items that 
will sell? 


JANUARY is just ahead 
of you. It can be a 


91 HAVE you given any 

thought to the window 
trim you are going to need on 
Saturday night when you pull 
out all of your Christmas dis- 
plays? You will need something 
to add life and interest to your 
merchandise displays and it 
should be prepared today, for 
tomorrow and Saturday will be 
busy days. 


9 CHRISTMAS DAY. And 
may it a Merry 
Christmas for you! 


99 IF you advertise at all 
for tomorrow's selling 
your ad may be a year-end 
Clearance ad featuring close- 
out prices on all the little odd 
lots you would like to dispose 
of. If you have enough such 
merchandise to justify an ad, 


1939's last business day. 


1 LAST week of the holi- 

day selling season. Moke 
your windows WORK every 
minute! Put in quick displays of 
items you want to sell, with 
attention-getting price cards. 
When you get results on a dis- 
play, pull it out and put in 
something else! This is clean- 
up week for you! 


9 TODAY'S ad for the last 

selling day of the 1939 
holiday season should say “Last 
Minute Suggestions for Gift 
Shoppers” and it should list 
every item on which you still 
have stock in a very brief way. 
it need not be too large an ad 
for tomorrow's business will be 
pick-up business. 


96 This will be a quiet day 
no doubt. A good day 
to sit down and review the re- 
sults of this holiday season that 
has just closed. What lines 
were successful? What ones do 
you want to avoid next year. 
Make a record of all of these 
things so you will have it to 
guide you next year. 


3 THE end of another 

year, and as you cast 
up the results today, look 
ahead to 1940 with the deter- 
mination to repeat all of 1939's 
success and to find new ones 
just as good. Determine too 
that 1939's mistakes will have 
no part in your program for 
the coming year. Focus on ‘40! 


19 WATCH your table and 

counter displays closely. 
Make sure the spots that are 
getting the most attention and 
producing the best results are 
being used for the items you 
want to clear out this week. 
Perhaps it would be worth while 
to have a mid-week newspaper 
ad in tomorrow's paper. 


9 3 PUT "Special Price’ 

cards on all items in the 
windows that you are trying to 
close out. Give all sales people 
lists of these items so they can 
concentrate on them. When the 
store closes tonight pull out 
your holiday windows and put 
in simple footwear trims for the 
weekend. 


97 The last time you will 
check your stocks ir 
1940. This weekly job is a lot 
of work, but looking back over 
the year hasn't it been worth 
while? Could you have done 
as good a job without the in- 
formation the weekly checks 
have given you? Has it helped 
your turn? 
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The Eyes Of American Shoe Retailing 


BOOT 


A Chilton © Dublication 


AND ON YOUR AD IN 


The two major events of the shoe industry, Boot and Shoe 
Recorder’s December 23rd Great Annual . . . and the Na- 
tional Shoe Fair, Hotel Stevens, Chicago, January 2, 3, 4, 5, 
and they go hand in hand and feature the lines that mer- 
chants will SEE and BUY for the “Profitable Roaring 
Forties.” There’s a plus value in this issue too, it’s the Year- 
Round Buying Guide of shoe merchants the country over, 
whether they go to the Fair or 
stay at home. 


(VD SHOR 
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Are On The National Shoe Fair 
BOOT AND SHOE RECORDER 
DECEMBER 23 


Will January Ist mark the start of the “Profita- 
ble Roaring Forties” for you, or will it just be 
another year? You're off on the right foot for a 


new and profitable decade with a well planned 
ad in this MUST issue. 


Herry. hurry! Forms clese in 
New Yerk, December Il. 


239 West 39th Street + Wew York City 








CAREFUL FITTING 
In a Playroom Atmosphere 


BOOT ann SHOE RECORDER, December 2, 1939 


Juvenile shoe department and department personnel of 

Jas. F. Condon & Sons, Charleston, 8. C. Known as the 

Kiddies’ Corner, it adjoins the millinery and women’s 
and children’s ready-to-wear departments 


Titus, Plus Effective Displays and Service That Command the Con- 
fidence of Mothers, Has Made Condon’s Kiddies’ Circle, in Charles- 


ton, S. C., One of the Most Successful Shoe Sections in the South 


** AM going to ride on the Tiger!” “I am going to 
have the Elephant!” “I want a musical chair!” “Do 
you think we shall get a ball or an airplane today?” 
Happy voices and joyful steps announce the approach 
of the “old timers” to the juvenile shoe department of 
James F. Condon & Sons, Charleston, S. C. 

“The children always enjoy a visit to their Kiddies’ 
Circle,” says Mrs. Margaret S. Hardwicke, who has 
immediate supervision over many of the activities of 
this children’s shoe section. “The merry-go-round, the 
animal seats, the musical chairs, the large pictures de- 
picting the Nursery Rhymes, the story books to enter- 
tain the ones waiting, the anticipation of a nice gift 
give them pleasure and make them anxious to come 
often. Frequently one hears the exclamation, ‘Can't 
I stay here longer?’ ” 

Mothers also express their satisfaction with the 
efficient service they receive in this department. They 
often say that their children have never worn a shoe 
that was not fitted here. Such confidence is a reward 
for the careful fittings given by a well-trained, patient 


sales force who use up-to-date measuring devices and 
the X-ray as aids in fitting. 

This department is acclaimed as one of the best 
juvenile shoe departments, not only in Charleston, but 
in the state of South Carolina. Naturally, it is the pride 
of Matthew A. Condon, who has striven from its hegin- 
ning to have the parents receive the best service and 
values possible. One may choose from such well-known 
lines as: Carpenter’s Self Starters, Cosyfoot, Kali-sten- 
iks, Simplex-Flexies, Edwards, Peter's Weatherbirds 
and Virginias. 

The child’s and parent’s interest is further increased 
by a birthday card which is mailed in time to reach 
him or her on the birthday, and by keeping a supply 
of inexpensive gifts which are given liberally to each 
child, even though only one child in the group pur- 
chases shoes. 

The department is in charge of James F. Condon, 
grandson of the founder of the department store of 
the same name and son of Matthew A. Condon, secre- 

[TURN TO PAGE 48, PLEASE | 
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Does Your Customer 
Stick to Her Last? 


[CONTINUED FROM PAGE 17] 


the popularity of the very open, sandal- 
ized shoe of the past few seasons. After 
wearing such shoes, women can stand 
closed shoes only when they are con- 
structed to give ample room. Feet have 
spread and stretched luxuriously in the 
open-toed sandal. Feet are larger than 
they were and the modern woman will 
not squeeze her feet into shoes that are 
too small. But—and don’t forget it!— 
women are still women and their feet 
are among their major vanities. 

So, the new lasts are a boon and a 
blessing in the cause of beauty as well 
as comfort. Every one of them has 
a shortening effect on the appearance 
of the foot. To be sure, the shoe is defi- 
nitely broader. But what of it? It also 
looks definitely shorter and more youth- 
ful. Have you looked at the styles of 
1914 recently? We have! The shoe of 
those days extended sometimes two 
inches beyond the big toe. The effect 
was very slim and tapering, but imag- 
ine it in a size 8 or 8 or, perhaps, even 
11 or 12! We shudder at the thought. 
With the shortening of the forepart of 
the shoe there have had to be other 
changes. The quarter has also had to 
be adjusted to the new proportions. 
After years of going along in the same 


2, 1939 


path—-sticking to their lasts, if you will 
—the shoemaker suddenly finds that he 
has to change all his ideas. Something 
entirely new is in the air. And the 
something new is the new treatment of 
lasts. 

Five of them are illustrated on these 
pages. One of these, with underslung 
toe, has been out for some months, but 
is being introduced to the trade slowly. 
The toe, longer on top than at the sole, 
is designed to give space where the foot 
is considered to be longest. It definitely 
shortens the appearance of the foot. 
Makers of this last say that it gives a 
little more toe spring than their orig- 
inal walled last, which is_ several 
seasons old. The higher heel—21/8— 
is coming in stronger all the time, espe- 
cially in New England, they report. 
The 14/8 heel is very good all over the 
country, but the higher heel is the real 
news. 

Another walled last, shown here, is 
constructed in just the opposite way. 
Its toe is longest at the sole and slopes 
slightly inward instead of standing at 
right angles to the sole of the shoe. 
This again is supposed to be a more 
graceful, flattering line. It makes the 
forepart of the shoe less bulky in ap- 
pearance than the usual right-angled 
walled last. 

Another modification of the walled 
last also makes the wall less pronounced 
and bulky. Instead of a sharp ridge at 
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The Newest Elastic Shoe Cloth 


The true value of any shoe goring or elastic shoe cloth 
lies hidden in the Elastic .. FLEX-GORE and FLEX-MOR 
are made exclusively with FULFLEX, the superb elastic 
with the Extra Service Life. « « Over three generations 
of experience and research in the weaving of quality 
shoe goring is ever alert to your shoe requirements. 
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the top of the wall, there is a gently 
rounded edge. 

Finally, there are two lasts designed 
for very definite style and fitting pur- 
poses. The higher heeled one (22/8) 
has been given a shorter forepart, 
plenty of toe room and a shorter back, 
which conforms more closely to the 
measurements of the average foot. “It 
is designed, first and foremost, to give 
good fit and to fit more feet. The second 
last, by the same makers, differs radi- 
cally from the others shown here. It is 
conservative in every way—built on a 
lower heel than the above-mentioned 
and with a more conservative forepart. 
Perhaps it is the forerunner of an- 
other, even newer trend. Who knows? 





Moore Fabric Co. 
and its predecessors 
have specialized in 
the manufacture of 


Quality 
SHOE GORING 


60 YEARS 


See any of these 
Progressive Distributors 
for SAMPLES and PRICES 


RING & SEARLE, Inc. 


21 Wingate St., Haverhill, Mass. 


H. S. BARNET 


100 Gold St., New York, N. Y. 


GARDNER-DIMOND CORP. 
1932 Delmar Blvd., St. Louis, Mo. 


37-39 E. Court St., Cincinnati, Ohio 


208 North Wells St., Chicago, Illinois 


WMIOO)IR)5 FABRIC COMPANY » Pawtucket, Rhode Island, U. S. A. 


Weavers of Quality Gore and Elastic Cloth for Every Footwear Use 
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Know Your Customers and Study Their Needs 


with regulation shoes, so that when 
they want more dressy or sport shoes, 
Stier gets the business. 

The only exception that is made on 
the wearing of regulation shoes, is if 
one of the two academy doctors excuse 
the boys because of some unusual foot 
trouble. This doesn’t happen very 
often, but when it does, Stier usually 
gets the business of making a comfort- 
able fit. 

On the average the cadets’ shoes are 
half-soled from two to four times a 
year. This is not because of the poor 
quality shoe, but rather because of the 
hard wear to which they are put. The 
cadets’ experience an intensive drill 
schedule; many of them belong to “the 
carriage trade,” and after riding in 
automobiles all their lives, they are 
getting their first taste of real walking. 

“Have the cadets ever complained 
about the quality of the shoe, and if so, 
just how have you handled com- 
plaints?” I inquired. 


Co-operate With School Officers 


“The shoe has been found to be quite 
satisfactory,” Stier told me. “The 
cadets are satisfied; the school adminis- 
tration is satisfied. There have been 
very few instances of misfitting, but we 
always have made good with a new 
pair. We have a clause in our contract 
with the academy to the effect that all 
bona fide claims will be met. 

“Just as an example,” he said, “four 
years ago I stocked-up on rubbers, and 
unfortunately the rubbers were light, 
soon were falling apart, We made good 
on 78 pairs of rubbers that one year,” 
he told me. 

He went on to say that just what 
sizes to keep in stock has been a major 
problem. There have been times when 
there was a shortage of sizes 6-8, an- 
other time a shortage of sizes, 12-14, 
all depending upon whether the high 
school or college enrollment at the 
academy was in the ascendency. This 
year he was caught short on the sizes 
required to fit the older students be- 
cause the academy college department 
outnumbered the prep school 2-1. 

“Many West Point and Annapolis ap- 
pointees have come in for fittings dur- 
ing the past ten years,” he added. 
“These cadets had received satisfactory 
service from the shoes they used at 
Wentworth, and when their appoint- 
ments came through for these service 
schools, they came to Stier’s for a simi- 
lar good fitting. 

“Sometimes a fellow can lose busi- 
ness and not be aware of it,” Stier con- 
tinued. “Three years ago I never car- 
ried a stock of faculty officers’ dress 
shoes, until one day I realized that there 
are 25 men on the faculty who would 
average at least two pairs of shoes a 
year. Ever since stocking these shoes, 
I find that I get the business of cadets 
as well as their instructors.” 





[CONTINUED FROM PAGE 15] 


Cadet officers as well as faculty of- 
ficers have boots prescribed as regula- 
tion equipment and one day Stier awoke 
to the realization that he was missing 
a good bet. He investigated and found 
that most of these officers who wore 
boots, those with grade of lieutenant 
or better, made special trips to Kansas 
City to be outfitted. 

He now includes boots, boot-jacks, 
and spurs in his stock and he finds that 
this is good business practice. If he 
fails to have the exact size in stock, 





1940 Members’ Emblem 
Adopted By N.B.S.M.A. 


New YorkK—Previous to the National 
Shoe Fair in Chicago, the National 
Boot and Shoe Manufacturers Associa- 
tion will again distribute to its mem- 
bership, emblems identifying them as 





members of the association, and endors- 
ing the work of the National Shoe Re- 
tailers Association and the National 
Boot and Shoe Manufacturers Associa- 
tion in connection with the National 
Shoe Fair. 

The emblem in bronze finish is 10%- 
inches high and 8%-inches wide, with 
raised polished lettering on a light 
bronze background, and is provided 
with both an easel stand and a chain, 
so that the emblem may be either hung 
up or placed on a table or desk. The 
emblems will be displayed in the show- 
rooms of members of the National Boot 
and Shoe Manufacturers Association at 
the Shoe Fair in Chicago, and also in 
members’ factory reception and show- 
rooms. 

Each emblem is numbered and a 
record kept of those to whom the em- 
blems are sent, and legally the emblems 
are the property of the association, so 
that each member will be responsible 
for the emblem or emblems received; 
as the emblems are to be displayed only 
by members of the National Boot and 
Shoe Manufacturers Association. 












he takes a fit and has the boots made 
to order. Ordinarily, he recommends 
that all boots be made to order. Cadet 
officers wear black boots; faculty officers 
wear tan boots. He sells about 15 pairs 
of black boots annually, about five of 
the tan to the academy trade alone. 

“Here again, I walked into a gold 
mine,” he said. “When I displayed these 
boots and advertised the same in the 
local papers, I found that I had other 
customers for them, men and women 
who wanted them for riding, for hik- 
ing, and for other outdoor uses. Other 
shoe men, especially those in small 
towns, might find it to their material 
advantage to have a boot department.” 

Stier doesn’t try to get by just be- 
cause he knows the student business 
is in the bag. He advertises in the 
school paper, uses the direct mail sys- 
tem, blotters and other little souvenirs 
which help place the name before the 
public. One year he gave a pair of 
shoes to a football player every time 
that he came through with a touch- 
down; another time he had a student 
working on a commission basis selling 
sports shoes to cadets prior to vacation 
periods. 


Dinners for School Teams 


He contributes with other business 
men for dinners for the athletic teams. 
gives to various funds and when de- 
mands are made upon merchants down- 
town. He tries to capitalize on the col- 
lege angle. He sends out circulars 
every Summer to high school graduates 
that he knows will go to college in the 
Fall, reminding them that he can fit 
them with the best campus footwear. 

The business and professional men 
are also bombarded with literature, and 
he is a consistent advertiser in both of 
the Lexington dailies. “A fellow has 
to keep on the alert if he wishes to 
keep stock moving,” he said. “Shoe 
selling is important, but promotion 
work—figuring out sales angles, is 
even more important.” 

Various brands and various prices 
are offered; these, coupled with his 
promise to make good on all misfits or 
shoes that fail to live-up to the adver- 
tiser’s claims, help make many perma- 
nent friends and customers. He will 
admit though, that there are instances 
when customers try to take advantage 
of this offer, but a merchant has to 
take that chance. Better to give the 
customer the benefit of the doubt; his 
may be a bona fide claim, and if you 
make good he will broadcast the news, 
and he and his friends will come to you 
when they are in the market for ad- 
ditional footwear. 

Just to give you an insight into Earl 
Stier’s initiative, I think it interesting 
to tell you about a little mail order 
campaign that he tried this Fall, the 
theme, “shoe trees” for every pair of 
[TURN TO PAGE 42, PLEASB] 
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Hide Futures Turn Upward, Then Decline 





Net Gains Shown in Week’s Trading on New York Exchange. 
However, Blockade Tightening Held Bullish Factor 


New York — While actual hides 
traded throughout last week at un- 
changed prices, futures on the Com- 
modity Exchange climbed about % cent 
per Ib. to reverse the downward trend 
begun in mid-October. 

This strength induced dealers to 
make purchases in the Chicago spot 
market and early this week they pur- 
chased 25,000 hides (includes some 
traded Saturday). The prices were 
steady at 14 cents per lb. for light 
native cowhides, but poorer selections 
were included in the lots. The hides 
were of November kills which are less 
satisfactory for leather making than 
summer hides. 

Simultaneous with these spot sales, 
hide futures early this week lost from 
1 to 10 points under dealer selling— 
undoubtedly hedging of the spot pur- 
chases. 

The gains in hide futures over last 
week of 21 to 26 points occurred in the 
face of a declining stock market, leth- 
argy in other commodities, and heavy 
liquidation by speculative interests. The 
improvement in hide futures after a 
six-week decline was attributed to a 
number of factors. 

Some trade houses which had been 
en the selling side were buyers last 
week, evidently lifting hedges against 
resales to tanners. Reports that the re- 
sale market was fairly active were sub- 
stantiated by the dearth of direct 
packer to tanner trading. Naturally 
any hide dealer business with tanners 
cuts into packer sales, particularly as 
tanner buying continued cautious. Tan- 
ner buying was not expected to broaden 
until they find what prices will be ob- 
tained from manufacturers on spring 
leathers. 

Dealer hedge lifting on the exchange 
was supported by some new buying 
through commission houses. Tighten- 
ing of the mine and U-boat blockade 


around the British Isles by Germany 
was interpreted as bullish on hide 
prices by many in the trade. They said 
that the Allies would reorder on shoe 
or leather shipments lost at sea. Re- 
ports persisted of additional army shoe 
orders by both England and France as 
well as of orders for heavy leathers. 

The buyers of hide futures uncovered 
only moderate selling from scattered 
sources. With standard frigorifico 
steerhides commanding 13% cents per 
lb. at Buenos Aires, South American 
hides were above parity with the do- 
mestic market and consequently not 
bought by dealers and offered on the 
futures exchange. 

Brokers pointed to the orderly man- 
ner in which the market absorbed Mon- 
day 28 transferable delivery notices 
against December contracts. Holders 
of December contracts found no dif- 
ficulty in disposing of their long posi- 
tion. In fact, trade shorts were evi- 
dently anxious to cover, because Mon- 
day the March position traded at only 
30 points over December, while a few 
days earlier the December into March 
switch cost 34 points. Barring these 
special factors in the market, the pre- 
mium on the more forward months 
represents cost of carrying hides in 
warehouses. Thus the prices of the 
deliveries at week end were December 
14 cents per lb., March 14.35, June 
14.60 and September 14.85. 

The effect of the week’s switching 
operations may be seen in the following 
table: 


Open Position at Close of 
Business Friday 

Latest 

Week 

182 

1,858 


Delivery 
Month 
December 
March 
June 369 295 
September 32 24 up 8 
Total. 2,441 2,420 up 21 


Last trading day in December con- 


Previous Week 


332 
1,769 


Change 
off 150 
up 89 
up 74 


tracts is December 22. Any open com- 
mitments in December remaining at 
that time must be satisfied by delivery, 
or acceptance of delivery of actual 
hides. 

That the market did not show greater 
gains was partially attributed to con- 
tinued offers to American tanners of 
hides from countries formally shipping 
to Germany—notably Brazil and Uru- 
guay. Argentina, formerly a heavy 
supplier of Germany, found ready mar- 
kets in Japan, England and elsewhere. 
Sales last week were over 90,000 pieces 
and cables from Buenos Aires placed 
unsold stocks at barely 23,000 pieces. 


Minimum Shoe Wage 
Hearing December 11 


WASHINGTON, D. C.—The Labor De- 
partment’s Wage and Hour Division 
has called a public hearing for De- 
cember 11 to consider recommendations 
made on August 3 by the shoe industry 
committee calling for a 35-cent mini- 
mum wage for the shoe industry. 

The division announced that persons 
supporting or opposing the recom- 
mendation may appear at the hearing 
to offer evidence, provided that notice 
is given of their intention to appear 
not later than Dec. 7. 

If the minimum of 35-cent for the 
shoe industry is approved by the Ad- 
ministrator of the Fair Labor Stand- 
ards Act, the hourly wage rates of an 
estimated 60,000 workers in the periods 
of average production will be increased, 
according to the wage-hour division. 
The 1937 census of manufacturers 
estimate that the industry as a whole 
employs some 234,000 workers. 


Opens Family Shoe Store 


YOUNGSTOWN, OHIO—Kirby’s Super 
Shoe Market has opened at 112-114 E. 
Federal Street in downtown Youngs- 
town, with a complete stock of shoes 
for men, women, and children. Store, 
with 1420 square feet of floor space, 
featured open display of all shoes. 
Milton Gushner is manager and Ger- 
son Mark, assistant manager. 
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Expect Big Attendance at Charlotte Show 





Officers for the coming Charlotte Shoe Show and the Southern Shoe 
Travelers Association are, standing, left to right: R. R. Faircloth, show 
chairman; A. W. Morgan, registration; C. W. Smith, secretary-treasurer, 
Southern Shoe Travelers Association, and A. L. Bechtold, show secretary- 


manager. 


Sitting, left to right: C. A. Daniels, vice-president, and Jack 


Croner, president, Southern Shoe Travelers Association 


CHARLOTTE, N. C.—Plans for the 
Charlotte Shoe Show are going for- 
ward rapidly and the registration is 
almost complete. It appears now that 
there will be more shoe representatives 
in Charlotte displaying their shoes, 
January 7, 8 and 9, at the Charlotte 
Shoe Show than there has ever been 
before. 

All the retailers in the immediate 
section, covering approximately seven 
states, are being invited by direct mail, 
magazine and radio advertising, and 
from the number of letters received 
from members of the advisory commit- 
tee it is hoped to have the largest at- 
tendance in the history of the show. 

The following officers of the South- 
ern Shoe Travelers Association have 
been working hard on the plans to give 


the visitors to the show some fine en- 
tertainment besides an opportunity to 
select their Spring and Summer mer- 
chandise: Jack Croner, president; C. A. 
Daniels, vice-president; C. W. Smith, 
secretary-treasurer. These officers with 
the Shoe Show Committee—namely— 
R. R. Faircloth, chairman; Al Bech- 
told, secretary-manager; and A. W. 
Morgan, Registration Committee chair- 
man, have hopes that every retailer in 
the Southeast will take advantage of 
this event. 

The Charlotte Shoe Show is being 
sponsored jointly by the Charlotte 
Chamber of Commerce and the South- 
ern Shoe Travelers’ Association and is 
operated for the one purpose of giving 
the retailer in this locality an oppor- 
tunity to view the latest in shoe styles. 





Al Schloemer on Road for 
Paul Shoe Mfg. Co. 


CINCINNATI, OHIO—AlI Schloemer for 
many years downstairs shoe buyer for 
Rollmans Dept. Store of Cincinnati, 
Ohio, has recently become affiliated 
with the Paul Shoe Mfg. Co. of Cincin- 
nati. Mr. Schloemer will represent 
them in the territory of Ohio, Indiana, 
and Michigan. 

Mr. Schloemer is well known in the 
shoe industry and has been an active 
member of the Midwest Shoe Fair com- 
mittee since the inception of that fair 
five years ago. 

The Paul Shoe Mfg. Co. manufacture 
men’s slippers and bowling shoes. They 
are now expanding and will introduce 
a new line of men’s and growing girls’ 
sport oxfords for early Spring delivery. 


Bata Won’t Occupy 
Leominster Plant 





Boston, Mass.—Word has been re- 
ceived here than an industrial building 
in Leominster, Mass., will not be occu- 


pied as a shoe factory by the American 
company of Jan Bata, Czecho-Slovaki- 
an shoe manufacturer. Bata had 
planned, it is understood, to take over 
the plant of the Leominster Mills from 
the Reconstruction Finance Corpora- 
tion, in whose hands it has been since 
1935. Negotiations with the R. F. C. 
in Washington had been carried on by 
a New York concern, the Anchor Mer- 
cantile Company. 

According to John J. Hagerty, New 
England manager of the R. F. C., the 
deal fell through when the New York 
company refused to sign a clause in 
the agreement that foreign workers 
could be used only in setting up the 
plant. 


J. S. Lanigan Named 
Eastern Sales Manager 


Cuicaco, Int. — Joseph S. Lanigan 
has recently been appointed eastern 
sales manager and in charge of the 
Boston store of the J. Greenebaum Tan- 
ning Company, Chicago, succeeding Leo 
Simons, who recently passed away. 
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Buffalo Retailers Plan 
For Annual Dinner 


BuFrFraLo, N. Y. — Shoe dealers of 
Buffalo will look back pleasantly on the 
most successful year ever enjoyed by 
their association, the Buffalo Shoe Re- 
tailers Association, on January 17, and 
plan for greater accomplishments in 
the future, at the annual dinner and 
“Get Acquainted Night,” at MacDoel’s 
restaurant where they will be addressed 
by a number of outstanding speakers, 
headed by United States Senator James 
M. Mead. In addition, officers and di- 
rectors for 1939 will be elected and 
there will be a variety of entertainment 
in addition to a bounteous dinner. 

The shoe travelers who make Buf- 
falo their headquarters will be invited, 
as well as shoe manufacturers, all of 
whom will be introduced. The idea of 
the “Get Acquainted” part of the din- 
ner is due to the fact that the associa- 
tion increased its membership during 
the year by 42 members. 

Candidates for the various offices and 
for the board of directors were nomi- 
nated in November. There is no con- 
test for the offices, all of the old of- 
ficers were renominated as follows: 
President, Benjamin Etkin, vice-presi- 
dent, Fred Manning; secretary, Oliver 
LaReau; treasurer, George Seifert; 
business manager, Harry J. Deters, and 
attorney, Carl Hoffman. 

Ten directors will be elected out of 
the 20 candidates. 

The general chairman for the din- 
ner is the veteran shoe executive, Harry 
J. Deters, business manager of the as- 
sociation. Committees for the affair 
have been appointed as follows: 

Speakers: Benjamin Etkin, George 
Seiffert, Lee Cummings, Carl Hoffman 
and Michael Santercole; dinner: Fred 
Manning, William Goldbach, Frank 
Fiorella, Thomas Rodgers and Edwin 
Lauck; tickets: Benj. Thome, Robert 
Holmes, Herman Meyer, Earl Cham- 
berlin, Oliver Lareau, Fred Manning, 
Clarence Lanich and George Seiffert; 
reception: Carl Sickler, Martin Janis, 
John Funnell, Walter Johnson, Paul 
Davis, Nat Shapiro, Carl Hoffman, Joe 
Pfeiffer, Philip Kingston, Frank Deline 
and George Lemler; entertainment: 
Clarence Lanich, Oliver Lareau, Jack 
Jacobs, Henry Baier, George Kalb, 
Morris Katzman and Frank Panzica. 





Henry Hageman on Sick List 


DAYTON, OHIO—Friends of Henry 
Hageman, widely known shoe retailer 
and a charter member of the Dayton 
Shoe Retailers’ Club, were shocked to 
learn of his sudden attack of appendi- 
citis which necessitated an emergency 
operation in Miami Valley Hospital. 

Mr. Hageman is reported to be im- 
proving steadily and many of his 
friends have visited him at the hospital. 
The Dayton Shoe Retailers’ Club: sent 
him a handsome bouquet of flowers. He 
is connected with the Hageman’s Lud- 
low Shop, as well as Hageman’s Boot 
Shop in East Fifth Street. 
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Brown Shoe Company 


Reports Better Business 


St. Louis, Mo.—The financial state- 
ment of the Brown Shoe Company on 
the condition of the company as of 
October 31, 1939, shows a volume of 
business for the year after deducting 
returns, etc., amounting to $26,770,412, 
an increase over the previous year of 
$1,765,808, “This gain is largely in 
unit pairs, as shoe prices throughout 
our fiscal year have been low,” says the 
statement. 

“Profit for the year figures $3.13 per 
share on the common stock. During the 
year the plan of consolidating various 
selling branches has been completed, 
and the resulting savings have already 
begun to be reflected in the better profit 
margin to which our company is en- 
titled.” 

The annual statement also reports 
that the finances of the company are in 
excellent condition but the common 
stock earnings have been affected by 
the “ever increasing Federal, State and 
Local taxes, which during the fiscal 
year 1939 amounted to $2.19 per share 
on our common stock.” 

In this statement to the stockholders 
there is also included a comment on 
leather prices and their probable effect 
on the Spring prices of shoes, “With 
the advent of the second World War, 
hide and leather prices had a very sub- 
stantial price rise. While there has 
been some levelling off of this early ex- 
treme speculative price enhancement, 
it will be necessary to obtain substan- 
tial advances for shoes, Our company 
does not enter into speculative future 
commitments for the purchase of hides, 
all purchases being for normal needs. 
Our stock of finished shoes is low and 
retail demand for Spring requirements 
should make for a good season’s busi- 
ness.” 


Issue Book on Leather 


New YorK—A new book issued to 
the trade by A. C. Lawrence Leather 
Company, and called “The Fascinating 
Inside Story of Genuine Leather,” 
should be of general interest in the 
industry. It is an informative story 
about leather, dealing with its qualities, 
the history of its use for wearing ap- 
parel, and other interesting angles. 
The subjects covered include facts 
about hides before they are tanned, 
tanning processes, and how to deter- 
mine the quality of leather. More than 
a year’s research and application was 
required in the preparation of this 
book, so that the ultimate consumer 
can benefit by more authoritative in- 
formation about leather. 


Marsal Purchases Faflik Store 


CLEVELAND, OHI0—William E. Mar- 
sal has recently purchased the interests 
of C. R. Faflik and will continue to 
operate the store. J. Fred Peters and 
Mrs. Marsal are assisting in the store’s 
operation. 


Dayton Retailers Plan for 
Annual Christmas Party 


DayYToN, OHIO—Santa Claus will 
visit the Dayton Shoe Retailers’ Club 
on December 13, when the annual 
Christmas party of the organization 
will be staged in the Miami Hotel. Paul 
W Crawford, club president, will name 
a committee shortly which will make 
arrangements for the affair. 

At the November dinner meeting of 
the club, decision was made to extend 
the club’s full cooperation in the edu- 
cational program offered by the federal 
government in conjunction with the 
Parker Cooperative high school. Ten- 
tative plans call for the start of a 
six-weeks’ program in January which 
will be for the benefit of all shoe clerks 
and salespeople in Dayton and vicinity. 

Expert shoe people will be employed 
to act as instructors, inasmuch as the 
government is desirous of using per- 
sons with practical shoe experience as 
teachers. Final plans for this educa- 
tional program are expected to be com- 
pleted at the December 13 meeting of 
the club. 

In the absence of President Craw- 
ford, Edward Blomquist, vice-president, 
presided. 


Avoca Bootery Leases 
More Space 


Avoca, Iowa—Howard Lyon, man- 
ager of the Avoca Bootery, has leased 
the remainder of the building that 
houses the bootery, thus making the 
room 100 feet long, and is remodeling 
and modernizing the room. The en- 
larged space gives better display fa- 
cilities and room for new lines of shoes. 
He will continue sales while the re- 
modeling is underway. 


Wholesale Shoe Men to 
Hold Annual Affair 


New York — The Wholesale Shoe 
Men’s Association of New York will 
hold their fifth annual entertainment 
and dance in the Grand Ballroom of 
the Hotel Astor on Sunday evening, 
December 3, at 8.30 p. m. 

An outstanding entertainment pro- 
gram has been arranged featuring Mil- 
ton Berle, well known comedian, and 
Willie Howard and company, now ap- 
pearing in George White’s Scandals. 
Others will be Frances Fay, Mark 
Plant, singing star of “Yokel Boy”; 
Clyde Hager, from the Diamond Horse- 
shoe and the Six Kampus Kids, jitter- 
bug acrobats. 

Dancing will follow to the music of 
Emil Coleman and his Waldorf-Astoria 
orchestra. 

Tickets are $1.00 in advance and 
$1.25 at the door. 


Convalescing from Operation 


DETROIT, MicH.—Ed Stocker, well- 
known east side shoe store proprietor, 
is recovering nicely from a recent op- 
eration. 


56 Years in Shoe Business 


PeorRIA, ILL.—John Moser, Sr., re- 
cently celebrated his 56th anniversary 
in the shoe business in his store, Moser’s 
and Sons, 2027 South Adams Street, 
here. During the 56 years his store 
has been located on the same block. 

Mr. Moser is still active in the daily 
selling and management of the firm’s 
business which operates one of the 
largest wholesale and retail shoe houses 
in central Illinois. Associated with him 
in the business is his son John Moser, 
Jr. 





Thanksgiving Display That Sold Slippers 


Columbia, S. C.—This Thanksgiving display, featuring bedroom slippers, was 
trimmed by Bernard Liles, manager of Pollock's, Columbia store. 

This display was used on the floor in back of store and received many com- 
ments from customers besides doing a good selling job. 

This store won the silver loving cup, given by the Chamber of Commerce, for 
having the best window display in the city during the month of Septemer. 
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Indiana Travelers Name 
Committee for Buyers’ Week 


INDIANAPOLIS, IND. — The Indiana 
Shoe Travelers’ Association will spon- 
sor the Indiana Shoe Buyers’ Week, 
January 14, 15 and 16, at the Claypool 
Hotel, here, it was decided at a recent 
luncheon business meeting at the Hotel 
Washington. Frank M. Brown will be 
convention manager, assisted by R. F. 
Grosskopf. 

The following committee chairmen 
were named: George L. Tovey, pub- 
licity; A. F. McCord, registration; 
Morris Goldberg, membership; Joe 
Warrender, room signs; A. P. Bayles, 
program and directory; E. C. Smeltzer, 
banquet; H. H. Smeltzer, prizes; C. F. 
Klaus, dance and entertainment; ladies’ 
entertainment, Mrs. Wm. E. Ratcliffe; 
and reception, Mrs. C. F. Klaus. C. E. 
Dean has been named general chair- 
man of the reception committee and 


will be assisted by Philip Stern, Fred - 


Gordon, C. A. Partee and Charles 
Grossman. 

R. F. Grosskopf, secretary of the as- 
sociation, read several important bulle- 
tins from the national association, and 
a general discussion on association mat- 
ters followed. E. C. Smeltzer was 
elected to attend the national conven- 
tion in Chicago as official delegate from 
the Indiana association. After a deci- 
sion was reached on convention dona- 
tions and advertising in the convention 
directory, the meeting adjourned. The 
next meeting will be held December 9, 
at the Hotel Washington. 


Depicts Volume of Age 
And Stock 


INDIANAPOLIS, IND.—The form for 
the advertising copy used by Marott’s 
Family Shoe Store for their 55th Anni- 
versary Sale recently, was a sketched 
reproduetion of a large book, entitled 


“History of Marott’s Family Shoe 
Store” with the further description, 
“1884 to 1939 Anniversary Edition by 
Geo. J. Marott.” The front cover of 
the sketched volume contained a pic- 
ture of the original store-front and the 
present seven-story modern front, to- 
gether with detailed descriptions of the 
sale plan and offer. 


Auburn Firm to Have 


New Store 


AuBURN, N. Y.—Bennett & Tracy, 
prominent shoe retailers, will have. a 
beautiful new store after January 1. 
The firm, composed of James G. Ben- 
nett, a director of the New York State 
Shoe Retailers Association, and Mary 
H. G. Tracy, has leased the large store 
adjoining the present store at 80 Gene- 
see Street at the west. 

Alterations are to be made, complete 
new furnishings will be installed, and 
it is expected that it will be made one 
of the most attractive stores in central 
New York. 
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Carries Men’s Line 

Los ANGELES, CALIF.—Carolyn Kauf- 
mann, Pacific Coast sales representa- 
tive for California Casuals, Los An- 
geles, is one of the few successful 
women shoe travelers, and about the 
only known member of her sex that 
carries a line of men’s footwear. 


CAROLYN KAUFMANN 


The business career of Mrs. Kauf- 
mann was interrupted several years 
ago when she married Melville Kauf- 
mann of San Francisco. Now, with 
children in school, she is again resum- 
ing a business life. First she became 
interested in the materials, styles and 
patterns used in the type of men’s 
shoes as developed by California Cas- 
uals. Then came the natural develop- 
ment of trying the hand at selling. She 
was so successful in selling men’s cas- 
ual footwear, that now Carolyn Kauf- 
mann is the factory’s official represen- 
tative in the territory of Denver, West. 

It is a real novelty for a woman to 
sell men’s shoes to buyers of men’s 
shoes. “I find shoe buyers most recep- 
tive to new ideas in shoes. They all 
want something which will increase 
their business,” said Carolyn Kauf- 
mann. “Buyers have pleasant memo- 
ries of how men respond to those many 
different shoes which have been intro- 
duced during the past few years. Buy- 
ers are really hungry for new merchan- 
dise, new materials and new patterns 
in regular he-man footwear.” 


To Erect Addition to Plant 


WATERTOWN, Wis.—Bids were closed 
here for the new addition to the plant 
of the Mid-States Shoe Co. to be erected 
at a cost of $30,000. The addition will 
house a heel, sole and counter depart- 
ment where these products will be man- 
ufactured for the firm’s plants here, at 
Waterloo, Waupun and Milwaukee. 
About 75 persons will be employed. 


Red Cross Buys Shoes 
For Europe’s War Victims 


WASHINGTON, D. C.—Purchases ag- 
gregating a total of 8000 pairs of shoes 
for distribution to needy war refugees 
in Europe, have been announced by the 
American National Red Cross. These 
purchases were made on recommenda- 
tion of a three-man American Red 
Cross commission that is now in Eu- 
rope ascertaining most urgent needs of 
war victims. 

Other items of clothing bought by 
the Red Cross for war relief purposes 
include 69,700 suits of men’s, women’s, 
and children’s heavy underwear, and 
a large quantity of cotton sheeting, 
which is being sent to European Red 
Cross societies to be worked into cloth- 
ing and bedding. Besides these pur- 
chases, many chapters throughout the 
country are engaged in production of 
special types of clothing for war relief. 
This work is being done by volunteers, 
and items produced include stockings, 
sweaters, mittens, knitted caps and 
others. 

To meet the increasing needs of Eu- 
rope’s war refugees, the American Red 
Cross has advanced $1,000,000 from its 
reserve funds. This money is being 
used primarily for hospital, medical 
and other emergency needs, and as of 
November 22 already more than $200,- 
000 of this fund has been spent or 
committed. 

Included in purchases, as of above 
date, were more than 1,000,000 yards 
of hospital gauze and 50,000 pounds of 
absorbent cotton, both of which items 
are used in making surgical dressings, 
2000 dozen gauze bandages of assorted 
sizes and 250,000 yards of cotton sheet- 
ing. 

The first shipment of 99 cases of sur- 
gical dressings and gauze for war 
wounded was made by the Red Cross 
early in October. Since then other ship- 
ments have been assembled for trans- 
port and forwarded from time to time. 


New Children’s Bootery 
In Miami 


MIAMI, FLA.—Irwin’s Bootery has 
been opened at 136 Seybold Arcade by 
Irwin Sherman. Only children’s shoes 
will be carried. The shop is a “Sym- 
phony in Blue,” that being the color 
that starts with an attractive floor cov- 
ering and rises in walls and fixtures 
until it reaches a golden canopy top. 
Only full-sized chairs have been pro- 
vided. Mr. Sherman feels that it is 
better to have the mother comfortable 
while she is with the child than to hav« 
her seated in a small chair; the child 
will be well cared for in the ordinary 
upholstered seat. 

Mr. Sherman comes to Miami fron 
Detroit, where he formerly had 
juvenile bootery operating under th: 
name he selected for this shop. Hos- 
iery for both boys and girls will b« 
featured. 





2, 1939 


ses ag- 
of shoes 
efugees 
| by the 

These 
:menda- 
an Red 
in Eu- 
1eeds of 


ight by 
urposes 
romen’s, 
ar, and 
heeting, 
an Red 
© cloth- 
se pur- 
out the 
tion of 
r relief. 
unteers, 
ockings, 
ps and 


, of Eu- 
can Red 
from its 
s being 
medical 
d as of 
n $200,- 
pent or 


f above 
0 yards 
uunds of 
h items 
‘essings, 
assorted 
n sheet- 


; of sur- 
or war 
d Cross 
er ship- 
r trans- 
to time. 


ry has 
‘cade by 
’s shoes 
2 “Sym- 
he color 
loor cov- 
fixtures 
py top. 
en pro- 
at it is 
fortable 
to have 
he child 
ordinary 


mi fron 
had a 
ider the 
p. Hos- 
will be 


BOOT ann SHOE RECORDER, December 2, 1939 


Business as Usual Despite Drawbacks 


Here is “Business as Usual” in the real sense of the phrase. This well- 
known West End shoe store in London, England, is provided with a false 
wooden frontage which protects the larger portion of the display windows 
from air raids but provides ample window space for footwear displays. 





Orders with U. S. Shoe Corp. 
Largest in History 


Norwoop, OH10—Joseph B. Stern, 
president of the United States Shoe 
Corporation, which operates large 
plants in Norwood, Chillicothe and 
Greenfield, Ohio, advises that advance 
orders placed with his concern for 
Spring delivery, are the largest in the 
history of the concern. 

He further added that the increased 
demand came from all sections of the 
country, and averaged 24 per cent 
greater than those for the previous 
season. 

The entire capacity production for 
Spring will have been booked by De- 
cember 20, he further stated. 

“We are now producing 13,400 pairs 
of shoes per day. This is not only the 
largest in the history of our company, 
but one of the greatest of any branded 
shoe manufacturing concern in the 
United States,” said Mr. Stern. 


Ben Berke Injured in Accident 


DETROIT, MicH.—The many friends of 
Ben Berke, proprietor of Berke’s Boot 
Shop, on Washington Boulevard, were 
shocked to learn that he and Mrs. 
Berke were seriously injured in a re- 
cent automobile accident. The car, be- 
ing driven by Mr. Berke, was side- 
swiped by a car driven by two youths, 
forcing Mr. Berke’s car into a post, 
completely demolishing it. Mr. Berke 
sustained injuries to his knee and chest 
from contact with the wheel, and is 
now recuperating at his brother’s home. 
Mrs. Berke is still in the hospital and 
recovering slowly from her injuries. 


Shoe Club Dinner 
December 12th 


New York—The Shoe Club of New 
York will hold their regular monthly 
dinner meeting Tuesday evening, De- 
cember 12, at the McAlpin Hotel. 


Following the dinner an interestirg | 
talk will be given by a young German, | 
recently come to this country, who will | 


speak on conditions as they really are 
in Germany. He is an economist with 
a first-hand knowledge of the workings 
of German industry, particularly on 
shoes and leather. His talk should 
prove of real interest from both the 


| 
| 
| 
| 


political standpoint and its result on | 


trade abroad. 


Adds New Shoe Department 


OcaLA, FLa.—A shoe department has | 


been added to Frank’s Store under the 
management of C. H. Cloniger. The 
department has a color motif of bone 
white and silver. 


J. L. Dowd with Walkin 
In New York 


RocHESTER, N. Y. — J. Leo Dowd, 
formerly with J. Edwards & Son, Phila- 
delphia, has gone with the Walkin Shoe 
Company, Schuylkill Haven, Pa., and 
will represent them in traveling through 
New York and Pennsylvania. He suc- 
ceeds J. Santry, who has joined the 


Juvenile Shoe Company staff at Au- | 


rora, Ill., succeeding Samuel B. Vaisey, 


who will represent J. Edwards & Son 


on the road. 
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now's @UuSINESS? 


BY CHARLES HENRY BROWN 

I'VE BEEN BUYING SHOES ACROSS 
THE STREET AND THEY DON'T FIT. 
MY FRIENDS TELL ME ILL GET 
FITTED CORRECTLY HERE, SO 
1 CAME TO YOU FOR MY 
NEW PAIR, 























(M MEASURING YOUR FEET WITH | 
THE “T“SQUARE FOOT MEASURE . 
ITS THE ONLY WAY TO GET YOUR. 
CORRECT SIZE. RELIABLE MERCHANTS 
EVERYWHERE USE IT. AND 
WHATS || WHEN I SELL YOU SHOES, 


THAT 2 }| BOTH YOU AND | WILL KNOW, 




















“T" Square Foot Measures give you 

accurate foot sizes. Will bring many 

new customers to your store. They're 

worth their weight in gold! Write 

for details or send $8.50 for the “T" 
Square Measure. 


CHARLES HENRY BROWN & SON, INC. 


47 West 34th St.. New York City 











Se 


Skating Shoes 
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BROOKS 
ICE SKATING 
OUTFITS 


The Finestin America | 


Write for 


| 


Catalogue & Price List | 
BROOKS SHOE MFG. CO. 


Swansen & Ritner Sts. 
Philadelphia 
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Custom Built Shoes 
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“WONDER WHO'LL MAKE 


A ONE PAIR 


SPECIAL ORDER FOR 
MY BEST CUSTOMER?” 


.. MEWML/ » giving you a Quolity 


your particular customer will quickly appreciate. 
To Profitably Retail at 


12" te “40°*— or let us quote you 
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See our exhibit of 


HAND SHOE MAKING 
Reoms 749-750 Stevens Hotel 
During the National Shee Fair 
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Ault Announces 
New Douglas Policy 


BrockTon, Mass.—Following the ap- 
pointment of Charles Ault as vice- 
president and general manager of the 
W. L. Douglas Shoe Co., changes have 


CHARLES AULT 


been made in that company’s policy in 
order to insure a larger volume and 
better profit for merchants handling 
the Douglas men’s line. As explained 
by Mr. Ault, this new policy, which has 
met with the enthusiastic approval of 
all the company’s salesmen, takes into 


T. J. CALLAHAN 


consideration, first, that proper pricing 
is essential; second, that quality is 
vital; third, that a wide range of styles 
without placing on the merchant the 
burden of carrying heavy inventory, is 
very desirable; that protection for the 
dealer who has backed the Douglas 
name with his own name is a prerequi- 
site to the success of both. 

“We have in the above,” says Mr. 
Ault, “the text for several lengthy ser- 
mons on profitable merchandising. I 
prefer, however, to make them short. 
Douglas men’s shoes, than which there 
are none better in their grades, will be 


Oldest Shoes 
t Feel 


Yi. 


FOR THE 


Younges 


Most widely distributed 
brand of infant footwear in 
America ... pioneers in the 

scientific study of the rapid 

development of little feet 

... and recognized author- 

ity in the making and fitting 

of baby shoes from 0 to 8 

. « types and styles for 
each age and purpose. Let 
this experience be your buy- 


ing guide. 


iS THE RECORD OF 


WMrA4. 


THIS 





given retail prices of $3.85, $5.00 and 
$6.50. Not only are these prices which 
experience has shown to be popular 
with men, but also they include a re- 
tail mark-up bigger than ever before. 

“Dealers are offered their choice of 
a line comprising more than 200 num- 
bers, and their re-orders will be ser- 
viced by an _ exceptionally efficient, 
dependable in-stock department. Fur- 
thermore, our policy includes exclusive 
franchise protection in every com- 
munity.” 

In complete charge of sales, under 
this new Douglas plan, is T. J. Calla- 
han — a graduate from the ranks of 
traveling salesmen with a nation-wide 
reputation as a merchandiser and ex- 
ecutive. 


Two Savannah Stores 
Celebrate Anniversaries 


SAVANNAH, GA.—Two shoe stores 
here recently celebrated anniversaries. 
The Globe Shoe Company, at 17 E. 
Broughton Street, of which Armand S. 
Weil is manager, recently celebrated 
its 46th anniversary, and the Family 
Shoe Store, at 215 W. Broughton 
Street, celebrated its 25th anniversary 
in business. It was established by Rob- 
ert Raskin in 1914 at 41 Barnard 
Street, and moved to its present loca- 
tion about six years ago. 
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“<<tN* Combines everything that 


Florida can offer—in climate, sports 
and social diversions—golf on its two 
famous 18 hole courses, tennis, trap 
and skeet shooting, saddle horses, 
salt water pool and sea bathing, 
dancing, fishing and boating .. . 
moving picture theatre and smart 
New York shops . . . excellent cuisine 
and service. 

AMERICAN PLAN... $9.50 a day and up 
EUROPEAN PLAN... $6.00 a day and up 


Belleview Biltmore 


Britain Creates Hide Pool 
For Hide Imports 


MONTREAL, CANADA — Cattle hides 
and skins entering the United Kingdom 
market now have to pass through a 
newly-created Imperial Hide Pool. A. 
E. Bryan, Canadian Trade Commis- 
sioner at Liverpool, has informed the 
Department of Trade and Commerce 
that “the underlying purpose of estab- 
lishing the pool is to ensure adequate 
supplies of hides and skins to the tan- 
ners and at the same time confine pur- 
chases as far as possible to regular 
channels, so that when hostilities cease 
the trade can be carried on by the 
agents, brokers, etc., with little or no 
interruption.” 

Further, hides and skins have been 
placed on the list of commodities which 
cannot be imported except under li- 
censes. 


Unit Window Displays 
Increase Turnover 


Cuicaco, ILL. — Triple window dis- 
plays so arranged as to permit care- 
fully planned merchandising and pro- 
motion are now possible for the Kotz 
Shoe Store, following its recent re- 
moval from 3248 North Lincoln Avenue 
te Lincoln and School Street, Chicago. 
Moving from a location in the middle 
of the block the new store has a modern 
front illuminated by three large neon 








Information or 
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WEW YORK CITY 
CHICAGO 


CHICAGO 


The Evanshire 


EVANSTON, ILL. 


The Town fiouse 


LOS ANGELES 


AS. Kirkeby 
Managing Director 


“ | MANFIELD & SONS 


325 ARCH ST. PHILADELPHIA, PENNA. 


BELLEAIR 
FLORIDA 





WORLD FAMOUS 


ENGLISH SHOES 


-Manfield 


NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 
The Gotham Full Wing Tip 


Brogues, with 
double soles. On 
the famous 119 
Last—British Tan 
Calf. No. 9298. 


DISTRIBUTING DEPOT FOR U. S. A. 


BY 


OF NORTHAMPTON 


Stocked in 
Widths Sizes 
A—8-12 
B —7-12 
C—6-12 
D—6-12 


Write For Catalog 








signs. The interior space is also larger. 

The new location of this established 
neighborhood shoe business is on a 
three-way street corner intersection 
approached by five angles of traffic. 
J. H. Kotz, veteran Chicago shoe man, 
in selecting the new location took .im- 
mediate advantage of the large and 
ample window display space to increase 
sales. Before remodeling the store had 
four large windows. Mr. Kotz placed a 
partition in each, thus making it pos- 
sible to have eight separate display 
sections. Each of these is treated as 
a separate merchandising unit, thus 
making it possible to arrange special 
displays at ease. Two separate win- 
dows are devoted to men’s shoes, two 
to women’s, and two to children’s. The 
other two are used for slippers, rub- 
bers, galoshes, handbags, hosiery and 
other accessories. 

By using separate and small displays 
it is possible, Mr. Kotz points out, to 
keep merchandise up to date and to 
help move merchandise much faster. 
Windows can also be worked on daily, 
making it possible to concentrate on 
some slow moving merchandise and also 
to keep the new styles constantly before 
the public as rapidly as they come in. 
Because an entire window can now be 
devoted to an effective display of slip- 
pers that branch of the business has 
shown an immediate increase. 

There are also four small built-in 
show cases in the interior of the store. 


Brown Leads Men’s Sales 


By 60 Per Cent 


INDIANAPOLIS, IND.—A careful sur- 
vey here reveals that 60 per cent of 
sales in men’s footwear are of brown 
leathers, and are mostly of antique 
finish. Shoe men report generally that 
customers are buying the higher priced 
shoes. While the number of pairs are 
below last year’s records, the amount 
in dollars and cents is far ahead of 
the same period of last year. Highly 
perforated shoes are in good demand 
and are given preference. Dealers find 
difficulty in keeping stocks of men’s 
footwear on hand. 

The demand for brown shoes for 
women and young girls is increasing 
daily in all types of footwear. Style 
shoes in browns are in better demand 
than they have been in years. Black 
suedes in ties and pumps are fairly 
active while spectators in alligator trim 
and elasticized leathers is reported fair. 
Business by most shoe merchants is re- 
ported good and ahead of last year for 
this period. 


Buffalo Store Modernized 


BuFFALo, N. Y. — Jay’s Shoe store 
has just modernized its store on Bailey 
avenue, near Kensington, with a beauti- 
ful new and distinctive front. Jay’s 
now operate nine stores. 
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Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel.You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 
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Obituaries 


Frank T. Wentworth 


Boston, Mass.—Frank T. Went- 
worth, who retired a few years ago as 
manufacturing superintendent of the 
United Shoe Machinery Corporation’s 
plant in Beverly, Mass., died November 
21 at his home in that city following a 
long illness. Funeral services, attended 
by many officers of the corporation, 
friends and business associates, were 
held Friday morning, November 24, in 
St. Mary’s Star of the Sea Church, in 
Beverly. 

Mr. Wentworth, who was born in 
Kenduskeag, Me., in 1869, and who had 
been associated with the Draper Cor- 
poration, of Hopedale, Mass., and with 
the Walworth Manufacturing Com- 
pany, of Boston, went with the Consoli- 
dated Hand-Method Lasting Machine 
Company in 1891. This company, some- 
what later, became part of the United 
Shoe Machinery Corporation, of which 
Mr. Wentworth became manufacturing 
superintendent in 1901. 

Although he had retired from work 
at the age of 65, he had continued to 
serve the corporation as consulting en- 
gineer and was actively interested in 
many of its affairs. 

Mr. Wentworth leaves his widow, 
Mrs. Katherine G. Wentworth, to whom 
he was married in 1889; two daughters, 
Mrs. Cornelius J. Murray of Beverly; 
Mrs. Francis C. Moynihan of Hamilton, 
Mass., and three grandchildren. 


Walter A. Beck 


Detroit, Micu.—Walter A. Beck, a 
lifelong resident of Detroit, died at his 
summer home at Algonac, Mich., re- 
cently, after a short illness, in his 69th 
year. He was superintendent and trea- 
surer of Carl E. Schmidt & Co., who 
established one of Detroit’s early tan- 
neries. 

He is survived by his wife, two 
daughters, a son, a sister and three 
brothers. Burial was in Elmwood 
Cemetery, Detroit. 





Introduces New English 
Stain-Polish 


New YorkK—Shoe retailers’ only 
problem with the fast-selling, new, oil- 
stained, hand-rubbed “Bootmaker” fin- 
ishes, has been that some customers 
have returned to complain that the 
finish tends to disappear after the first 
few shoe shines. 

Lyons & Co., shoe findings house at 
122 Duane Street, here, is introducing 
to the American market a famous En- 
glish stain-polish developed by British 
custom-bootmakers to preserve the 
original finish of the shoes they make. 

It is claimed that this stain-polish is 
compounded of the finest oils and 
waxes “to nourish and preserve shoe 
leathers and to impart a brilliant, last- 


PARTY SHOES 


A glamorous favorite that will cling 
to dancing feet 
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B1070 Gold ptople Braid — Genuine Gold 
Kid Hee 2.40 


B1072 Silver a Braid — Genuine Sil- 
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21/8 Louis Heel 

AA and B Widths 


B1071 os Ripple Braid — Genuine Gold 
Kid Heel 2. 


B1073 Silver Ripple Braid — Genuine Sil- 
id Heel 2.1 


ver 
12/8 Low Heel 
AA and B Widths 

Note: The ankle cross bands are elasticized. 


Inspect “= line on display Room be] Hotel New 
Yorker, December 3, 4, 5 and 6 


WRITE TODAY FOR OUR CATALOG 


ANNAHSON 


HAVERHILL, MASS 





ing polish,” as well as to preserve orig- 
inal stain-finishes. 

The polish already is in wide usage 
among quality American men’s shoe 
manufacturers and now becomes avail- 
able for sale by shoe retailers. 

Lyons & Co. are exclusive distribu- 
tors in the United State of the well- 
known “Kiwi” English polishes, as well. 


First Anniversary 
Of Shoe Designing 


New YorkK — Miss Sonja Field, of 
the Marbridge Building, is observing 
her first anniversary in the field of shoe 
designing, and has received many 
congratulatory expressions from her 
friends in the trade. She is a special- 
ist in the field of color who is applying 
to the work of shoe designing her 
knowledge of the combining and con- 
trasting of colors gained through a long 
artistic training and a successful pro- 
fessional career. 


Shoe Traveling Bag 


LYNN, Mass.—The Whittredge Co., 
here, are manufacturing a clever flan- 
nel bag for carrying “shoes that 
travel,” called Shusax. These novel but 
practical traveling bags for shoes come 
in a variety of colors, both plain and 
plaids, and are packed three ina box 
for retail distribution. 
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Help Your Sale Make New Friends 


customers that the sale is important 
enough to rate attention. If you believe 
it is unnecessary to give attention to 
windows and store decorations and mer- 
chandise displays at sale time, you 
should study the stores that make not- 
able successes of their selling jobs. 

They take a simple, timely, appro- 
priate idea and build it up until there’s 
continuity every step of the way—from 
ads to windows and on into the store. 
In fact, you’ll find up to 10 per cent of 
many stores appropriations ear-marked 
for in-store promotions. This may be 
high for a shoe store, but it points the 
importance of atmosphere and merchan- 
dise display in the store as a part of a 
strong sale campaign. Some shoe stores 
do these things now, but there are more 
that do not; hence the emphasis on this 
angle of your sale campaign. If I were 
doing it, I would play up the style as 
much as the price in promoting this 
season’s sale of style shoes. Why not 
use a “shadow box stage” in the win- 
dow, similar to that used by some stores 
for a window style show? The opening 
should be long enough for a model to 
walk a few steps, and high enough to 
show the foot and leg to the calf. Over 
the opening have a sign “Store Name’s 
(name) Sale of this season’s smart 
shoe styles.” As a style is modeled, dis- 
play a card showing the original and 
sale prices and the sizes available. If 
a P.A. (public address) system can be 
installed, so one can speak about the 
shoes as well, so much the better. Place 
the stage so that other sale shoes may 
be arranged before it. When the models 
are not working place shoes on the 
stage also. The cost is small compared 
to the effectiveness in overcoming any 
feeling that sale shoes are merely left- 
overs. 

On that subject you can say some- 
thing in your sale copy also, “To serve 
our customers well, we must get a ‘size 
range’ of each shoe style we present, 
and we must try to keep our style as- 
sortments in all popular sizes as com- 
plete as practical throughout the sea- 


[CONTINUED FROM PAGE 19] 


son. That means there must be a cer- 
tain number of shoes in stock when the 
end of the season is reached that must 
be closed out. They’re every bit as de- 
sirable as those that were sold at regu- 
lar prices—yet they are price reduced 
to make way for the new season.” 

On the price angle: “You know prices 
are on the rise. Probably this will be 
the last time you'll see these quotations 
for shoes of their quality in some time. 
If you believe as we do that higher 
prices are here to stay, and perhaps go 
higher you will take advantage of this 
opportunity to stock up right now, 
looking as far ahead as prudence dic- 
tates.” 

Or, “Good investments—An invest- 
ment is something you hope to get more 
out of than you have put in. For ex- 
ample these shoe values. Many men are 
investing in shoes they can trust— 
buying with foresight and assurance— 
certain that they will profit substan- 
tially as shoe prices go higher, in addi- 
tion to the dividends of satisfaction 
always assured the wearer of Store 
Name’s shoes.” 

Another angle that will need atten- 
tion is that of “quality.” Here’s a copy 
slant: “Advancing prices place mer- 
chants on the spot once more. ‘Shall we 
cut quality to hold prices down ?” is asked 
again and again. To this question our 
answer is the same sure statement we 
have always made when it has arisen. 
WE SHALL MAINTAIN QUALITY 
AND LET PRICES GO WHERE 
THEY MAY. There can be no economy 
in cheapened shoes. Our customers de- 
pend upon us for shoes that will give 
long satisfactory service. When prices 
go up, the ratio between good shoe 
prices and cheap shoe prices remains 
the same; therefore it is still more 
economical to pay a bit more for quality 
shoes than to spend less for shoes that 
give less in return.” 

In your window settings plan definite- 
ly to have an “eyecatcher”—using light 
color and motion as circumstances per- 
mit—and back up the attention-getter 


with interest holders. For example, a 
sale sign toward the upper back of the 
window can be spotlighted by concealed 
lamps in different colors on a flasher 
system. Or lights may be arranged to 
intensify first for a brief period on the 
sale sign then, for a longer period, on 
the sale shoes and their accompanying 
price tickets. A figure with a moving 
arm operated by a spring arrange- 
ment to point to special parts of the 
sale sign might be practical for some 
stores. Any store can get the small 
turn tables and set four of them so that 
a triangular sign on each brings the 
letters together in a row to spell 


S$ H O 
S A L 
S A VE 

While colorful signs are attractive, 
colorful banners that will ripple when 
agitated by a concealed fan are more 
likely to catch the eye. A sign with a 
stop and go signal flashing alternate 
red and green will capture attention; 
use copy to drive home the message 
implied: Stop and study the shoe sav- 
ings then go ahead and buy these safe 
bargains, or some other word play on 
Stop and Go. There are many, many 
ways of getting away from the monot- 
ony of a plain sale sign and a lot of 
shoes simply stuck carelessly in the 
window, that only one person in ten 
will stop to look at. Remember: YOU 
MUST GET THEIR ATTENTION 
BEFORE YOU CAN GET THEIR 
INTEREST; and without interest you 
can never make a sale. Chances are 
the prospect will pass without even 
noticing that there is a sale in prog- 
gress, unless you use a STOPPER 
IDEA. 

When they come into the store see 
that they get good service in an atmos- 
phere conducive to buying. People 
must like the store and its service as 
well as the shoes and savings, if they 
are to become regular customers. Be 
sure that your service is up to par— 
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too often it slips badly at sale time. 
Dressing up the store at sale time helps 
the morale of the sales staff. Remem- 
ber, they are dealing with a lot of 
shoes that they have handled for sev- 
eral weeks, at least. Their novelty is 
gone for them, so is their interest. A 
keen, snappy sale atmosphere will pep 
them up, and the same decorations and 
well-planned merchandise displays have 
their influence upon the customer. They 
respond and sales are easier to make. 
More sales can be made. 

Your decorations can be inexpensive 
or more costly, entirely in keeping with 
the type of your store. A cluttered ap- 
pearance is not necessary or desirable. 
Shoes can be displayed, with descrip- 
tive price cards, or they may be 
grouped on tables or racks, or they may 
be “sampled.” Whatever the arrange- 
ment, be sure they will help sell. Don’t 
forget to get your slow movers out for 
the first day of the “general public” 
sale when the real bargain hunters are 
in the crowd; put the prices way down, 
and make all sales final, no returns and 
no exchanges; it works out better than 
holding them until later. 

Speaking of atmosphere in the store, 
tests as to the effectiveness of music in 
the shoe store are being made by a 
chain organization; they want to know 
if soft, soothing music which brings 
relaxation to both salesman and cus- 
tomer will result in more sales. The 
soft chimes loud-speakered in connec- 
tion with Lord and Taylor’s famous 
bell windows for two Christmases help 
to make them a huge success. There is 
no doubt about it, your Clearance Sale 
will be more successful if your take the 
time and trouble to stage it right. 


Buffalo Hearing on House-to- 
House Selling December 5 


BuFFALo, N. Y.— Any direct retail 
selling by shoe traveling salesmen, as 
well as house-to-house or office-to-office 
sales by itinerant merchants who have 
no established retail establishments in 
the City of Buffalo, both come under 
a proposed ordinance which on Nov. 21, 
was presented by the Legislative Com- 
mittee to the Common Council who or- 
dered a public hearing on its terms, 
Dec. 5 at 2 p. m. 

The measure was drawn up by the 
Buffalo Shoe Retailers Association 
through its attorney Carl Hoffman, and 
support for the measure was secured 
by Business Manager Harry J. Deters 
who has interested a large number of 
business houses in subscribing funds 
for its enforcement, if passed. The 
measure has attracted wide attention 
over the country as a result of publica- 
tion of a story in the Boor AND SHOE 
RECORDER, and fourteen shoe associa- 
tions in other large cities have written 
Mr. Deters asking for copies of the 
ordinance. All of these associations 
say that their trade has been hampered 
by the same form of selling and that 
they propose to introduce similar or- 
dinances to protect their business. 


The proposed measure has attracted 
more than usual attention among at- 
torneys and public officials of the city, 
as a number of them are said to have 
been victimized by itinerant merchants 
who secured a down payment on shoes 
at alleged “wholesale prices” and then 
failed to deliver the merchandise. 

Persons with no established places 
of business, under the ordinance, will 
first have to post a satisfactory bond of 
$250 and also pay an annual license fee 
of $250. 


Wage Increases in 
Heel Industry 


HAVERHILL, Mass.—Wage increases 
in the turning division of the wood heel 
industry continue with the Eagle Wood 
Heel Company, 373 River Street, an- 
nouncing a voluntary increase of 5 per 
cent to its employees, starting Novem- 
ber 28. The firm is the fourth in 
greater Haverhill to announce similar 
pay increases in the past two weeks. 
The Eagle Company employs about 125. 

A voluntary 5 per cent rise for 200 
employees, the second in six months, 
was also announced recently, by Rob- 
ert H. Goldbaum, proprietor of the 
Russell Wood Heel Company, Plaiston, 
N. H. The new schedule becomes ef- 
fective December 1. The company gave 
its employees a 5 per cent increase ef- 
fective last June 1. 

The company is a branch of the Ser- 
vice Wood Heel Company, Lawrence. 


Reed to Open 
Fond du Lac Store 


Fonp pu Lac, Wis.—The Reed Co., 
Chicago, has leased space at 68 South 
Main Street, here, and will open a 
shoe store about December 15. The 
building is currently being remodeled 
at an estimated cost of $6,000. 


Know Your Customers 
[CONTINUED FROM PAGE 32] 


shoes. His stunt worked, and he sold 
300 pairs of shoe trees alone. He tries 
to sell shoe trees to all customers these 
days, pointing out that the low cost and 
their guarantee to preserve the shoes 
in good shape, makes them indispen- 
sable. He is winning his point, too. He 
tells me that he was surprised to know 
that many of his customers didn’t even 
know there were such things as shoe 
trees. “We shoe outfitters have to edu- 
cate our public,” he declared. 

“Stier Sells Superior Shoes and 
Guarantees Superior Service,” he ad- 
vertises today, and if the good business 
that is his is a criterion, the public be- 
lieves him. 

“It all can be summarized,” he con- 
cluded, “in a shoe man understanding 
the community, knowing his customers’, 
needs and then giving them just 
what they want and not what you think 
they should want.” 
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Torson-Lee Shoe Corp. 
To Make New Shoe 


GRAND Rapips, MicH.— The Torson- 
Lee Shoe Corporation, of this city, in 
conjunction with a famous medical 
clinic at Rochester, Minn., announces 
a new type of shoe with a special heel 
construction, to be manufactured here. 

The Torson-Lee Corporation has 
taken over the assets of the old Herold- 
Bertsch Shoe Co. at the same location. 
The latter has been identified with the 
shoe business for the past 50 years. The 
Torson-Lee Corporation will continue 
the brands of the old company, but 
emphasis will be placed on the new shoe 
bearing the brand name “Cradle-Heel 
Tread.” 

Nineteen years of research has gone 
into the cradle heel shoe, according to 
Mr. Torson. The man responsible for 
this new type shoe is Joseph A. Jung, 
a shoe specialist of Rochester, Minn. 
The shoe has been franchised exclu- 
sively to the local company for the 
entire United States. 

Distribution of the shoe will be na- 
tional, with retail rights given to one 
outlet in each community. Advertising 
will be handled by Ruthrauff & Ryan, 
Inc., of Chicago, Carlyle Emery, an 
executive of the advertising firm, is 
a member of the Torson-Lee board of 
directors. 

Harry A. Torson is president of the 
company. Robert E. Lee, vice-presi- 
dent, comes from Chicago, where he 
was an executive of the Florsheim Shoe 
Co. It might be noted, that in 1937 he 
was named by Sales Management mag- 
azine as one of the ten persons in the 
nation who had done an outstanding 
sales job in 1936. At that time he was 
connected with the Orthopedic Shoe Co. 
of Belgium, Wis. 

In addition to these two officers, di- 
rectors of the company include Emery, 
J. F. Comee, Chicago; John D. Hibbard, 
Grand Rapids, and John Lobb, Roches- 
ter, Minn., president of General Inven- 
tions corporation of that city, owner of 
the patent on which the “cradle-heel 
tread” shoe is based. 

At present the plant here employs 
85 persons turning out 400 pairs of 
shoes of the old brands daily. At a cost 
of approximately $7,500, new machinery 
is being added to combine with the 
present equipment. This will make pos- 
sible 500 additional pairs of shoes of 
the new type daily. 

General superintendent is Joseph P. 
Hamilton, who comes here from Man- 
chester, N. H. William Grant, produc- 
tion man, also comes from that city. 

Because of the above changes in shoe 
manufacturing here, Grand Rapids 
may ultimately become one of the key 
spots of the footwear industry. 

The Torson-Lee Shoe Co. gave a 
dinner at the Peninsular Club on No- 
vember 27 to mark the company’s for- 
mal announcement of its new plans and 
to introduce to out-of-town business 
men the new type of shoe to be man- 
ufactured. 

Lee Wilson Hutchins, vice-president 





Dates to Remember 


Volume Shoe Manufacturers Spring 
Opening, Hotels New Yorker and 
Pennsylvania, New York City. 

December 3, 4, 5, 6, 1939 

Nationel Shoe Fair, Hotel Stevens, 

Chicago Jan. 2 to 5, 1940 


Annual Convention National Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill...January 5, 6, 1940 
Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8, 9, 1940 
25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson, Minne- 
apolis, Minn. ...... January 7, 8, 9, 1940 
Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shoe Travelers Association, Hotel 
Statler, Detroit, Mich. 
January 7, 8, 9, 1940 
Texas-Oklahoma Retailers and South- 
western Shoe Travelers Joint An- 
nual Convention, Texas Hotel, Fort 
Worth, Texas ..January 7, 8, 9, 10, 1940 


Annual Dinner and “Get Acquainted 
Night” Buffalo Shoe Retailers As- 
sociation, MacDoel’s Restaurant, 
Ee Be candace January 17, 1940 

26th Annual Convention Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadel- 
ek, BO Seccun January 21, 22, 23, 1940 

Shoe Style Show, Buffalo Shoe Trav- 
elers Association, Buffalo, N. Y. 

January 28, 29, 1940 

Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 





of the Association of Commerce, was 
toastmaster. Guests from out-of-town 
were John Lobb, president of the Gen- 
eral Inventions Corporation of Roches- 
ter, Minn.; Joseph A. Jung, inventor 
of the new shoe and member of the 
famous medical center at Rochester, 
and Carlyle Emery, of Chicago, execu- 
tive of the national advertising agency 
to handle the company’s accounts. Many 
civic and industrial leaders of Grand 
Rapids also attended. 

Preceding the dinner, open house was 
held at the Torson-Lee factory at 11 
Commerce Avenue, S. W. 


Leisure Shoes Sell as 
Extra Business 


MiaMI, FLa.—“Capers” have had a 
marvelous acceptance at Burdine’s by 
college girls preparing their school 
wardrobe, as well as by women looking 
for a smart, comfortable shoe for wear 
during leisure hours. This business has 
been described as “extra” and in addi- 
tion to regular sales. This season has 
produced by far the smartest things for 
indoor activities that has ever been 
shown. Soft and light, of super-fine 
lambskin (sole and all) in bright Fall 
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SUPERIOR SHOE CO., Mfrs. 


508 S. Peoria St. Chicago 
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° 8. Frieburger Bros. & Ce., 
119-121 E. Columbia St., 
Fort Wayne, Indiana. 
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special pump lasts. 
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M. J. SAKS SHOE CORP. 
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colors with gay plaid linings. Platform 
soles for greater comfort. The shoes 
are as smartly styled as any street 
footwear. Women used to wearing 
“solid comfort” and other shoes of that 
type are taking to “Capers” with en- 
thusiasm; they like the high styling. 





CHRISTMAS 


Unusual package design in bright 
red and green on a white back- 
ground. Harmonizing ticket in 


green, red and white. 
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CARD HOLDERS 

Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—i2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O0.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup ps oa 
° For Price Tickets — Adjustable 
for Price Tickets —Tilt at any angle. 
Yo gross ... ; $2.25 
eT eee $4.00 
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SHOE HOLDER een 





. $2.25 ae 


Polly Shoe Holder m_. _ 
to display arch, branded, and 
fibre-sole shoes. Always re- ro .. 
mains in upright position. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen preted or blank 

















.-+» $2.00 
1.10 
0.25 


(Cross out 


6 dozen (printed or blank 
1 dozen (printed or blank 
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SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


Women’s, Children’s Shoes and Women’s Hosiery. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW CARD 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 
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payable 


per month. 


Checks 


additional 





- per year, 


$ 
card holders. 


3.00 


month 





» we agree to pay $1.00 


2.25 
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For this service we will pay 
from foreign subscribers 


cash in advance, full year’s 
must be drawn on VU. 5S. 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
each month’s service deliv- 
ered, and agree to return the 


service, 5% discounts. 
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for Card Service 
PRINTED TICKETS, at 35¢ per 
fifty, additional. 


green on white 
background. 


Please enter our order for the 
Recorder “Selling Messages," 
beginning with December, 
continuing monthly for one 
month, OR 


year, 
ers 


SIZE: 1'!/2" x24%4"—Prices on opposite page. 
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° ann fase, 


SALESMEN WANTED POSITION WANTED | WANTED TO PURCHASE 











ANTED: Used shoe store fixtures and 
SALESMEN WANTED | EXPERIENCED SALESMAN ee 
| gomery, abama. 


. # advertised line of athletic footwear, 

of approximately 150 numbers in 
stock. wm gy EA. ries open—Philadelphia, Balti- 
pace, Washington, Chica, Florida and New 
ersey 


12 years with one firm, desires connec- 





a with a a, Se. 

ng women’s shoes J 

to 4. 00, for Chicago and Central West -SHOE STOCKS BOUGHT 
Has follow class 

accounts, very good sa a 4 record and Complete or Part 


| 
Only experi men wanted. 
2e Ww et8 See RECORDER excellent references covering his abil- Wholesale or Retail 








¥e ity, character and integrity. Highest 

grade representation guaranteed. BARIS SHOE COMPANY, Inc. 

79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5181 





ELL known trademarked altos line and sent nao ane =. a 
women’s low priced novelty line want men care . 
in southern Illinois, Indiana, Iowa and Okla- 209 S. State Street, Chicago, Illinois. 
homa. Both lines stocked in Chicago. Com- 
Shoe care ——~ ons. Bes & 
oe Recorder, 239 est t treet, Ne _ . . . * , 
York, Neve ” | Taawwep, SAEMax ovens || Buyers of Surplus Stocks 
sto y 3 
first; 32 years old, 10 years’ experience in We will buy or entire stocks of shees 
- = . wholesale, retail, style and corrective fields. from manufaturers, er retailers. 
ALESMEN WANTED for an in-stock line Located Michigan, but will go anywhere to QUANTITY NO OBJECT 
of Women’s Novelty Sport Oxfords and a join concern desiring qualified salesman. Ad- KIRSCH-BLACHER CO.. Inc. 
large line of arch support shoes in Texas, Okla- | dress, 2508, care Boot & Shoe Recorder, 239 | a 
homa, Louisiana, Georgia, Alateme, and Florida West: 39th Street, New York, N. Y. 106 Duane St New York 
on commission is. y ex enced men | : a Phone WOrth 2-5377 and 5378 
wanted. Address %502, care & Shoe NUSUAL ADVERTISING AND SALES 
Recorder, 239 West 39th Street, New York, PROMOTION EXPERIENCE AVAIL- 
N. Y. ABLE! Thorough nly competent ~~ and 
sales promotion man at liberty to talk to inter- 
: se Sage = ies. S ! tered ad WE BUY 
IVE MEN—in Georgia, Alabama, Louisiana, pe md . ty -y-4 ‘Ses inten Entire or Surplus Wholesale and Retail 
Pennsylvania and Mid-West. Strong line - Stocks. Also Branded Shoes such as 
pul iced Men’s, Boys’ d h d manufacturers; one a prominent maker ot Walk-Over, Florsheim, Enna-Jettick, Vital- 
ate ar yy . a" og Pe © ones and a | men’s and women’s footwear, also Agency and | ity, Arch’ Preseryer, Queen Quality 
ee 4 sme T wer “tally rande 4 —— magazine experience. Proven ability to manage | | tonjians, Stetson, Red Cross, Nunn-Bush, Ete 
pom Fae ewe emery Say protected. | pugs and coordinate department, to conceive and exe- : ~ : . 
settlements. Reply with references to: Nathan so: : : d to IRVIN RUBIN 
Jacot 183 Lincoln S B M cute advertising plans and campaigns and tc ~ -. . 
acovson, 155 Lincoln Street, Boston, Mass. write forceful copy. Also complete knowledge 
. : 89 Reade St., Cor. Church 
of advertising and selling. Resignation from Phone Barclay 71-7887. New York City 
A REAL money making opportunity for live- present oie —— ee get a Janu- : 
wire salesmen. New arrangement of ter- ary |. ose needing capable advertising and 
ritories creates vacancies for men to sell a sales Boot & "Shoe. Ree Sold gee 5506. 
fast style line of women’s in-stock novelty care Boot oc Kecorder, <2. est J 
shoes ® om "0 to $2.49 in the following Street, New York, 
states—Indiana, inois, Ohio, Michigan, Penn- . ; 
sylvania, Virginia, West Virginia, Kansas, Mis- Milwaukee Retail Trade 


souri, and Kentucky. New novelties sent every FOR RENT Ahead of °38 


a wares awe se the best factories 
in this grade, priced right, commission basi ; 
only. Give full Guale as to ability, ‘experience, ADIES’ SHOE , DEPARTMENT retailing MILWAUKEE, Wis.—Local retail sales 
age, territory cover present and past em- $1.99 to $4.99, 5 floors women’s apparel in contin j in ober and 
ployment. BOSTON NOVELTY SHOE Minneapolis. Established 20 years. Live op- wed - cial Geri a Oct oe - : 
CORP., 120 Lincoln St., Boston, Mass. erator will do up to $50,000. Bags and Hosiery On the basis of two key indices, attained 

——- —- optional. Address 2505, care Boot & Shoe Re- peak 1939 levels and stood substantially 

4 _  - . 

IDELINE SALESMAN wanted to sell shoe corder, 239 West 39th Street, New York, N. Y. ciidailh uit en tietian all Sieh eet an. 
dye idea * shoe even. Best have, good di t tud ~ th y h b 
connections. o samples to take eply to: cording to a study Dy e researc u- 

Atlantic Sh D »@ 25 Ss ‘ : er 
a oes Seed, SS West S55 Steet FOR SALE reau of the Milwaukee Association of 


New York City. 
—— Commerce. 


STABLISHED shoe and_ hosiery store lo- Sep A P 
ALESMEN: Profitable side line, fast repeat- E cated in good Southern Wisconsin farm and Inquiries received by the associa- 


ing article, write fully giving territory ac- . : : n 
dairy country; priced right for quick cash sale, oe : : > 
tively covered. Address $507, care Boot & cocnant health. Geed tuture fer right party. “O's credit bureau in October hit an 


gang Teeeeer, S09 Went 0m Gwent, How Address 2504, care Boot & Shoe Recorder, 239 all-time peak of 22,576. After adjust- 
Wen ® Suen, Mew You. B. ¥. ments for certain promotional activities 

== in the retail field, these represented an 
LINE ‘WANTED | Hockers Opens Family Store index number of 223, the 1925-27 aver- 


me rT ipeec a “ — West De Pere, Wis.—Marvin Hock- ®8¢ being 100. The October total was 
seeks line with fe A ng pe a en ers has opened a shoe store at 523 Main ahead of the previous month by 12.6 
where; neat appearance, forceful personality Avenue, here, with a complete line of per cent and ahead of October, 1938, 


Address $503, care Boot & Shoe R d 239 : ° 
West 39th Street, New York, N.Y shoes for the entire family. by 31.1 per cent. 










































































CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “¥® 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 








+ PROFESSIONAL BALLET SLIPPERS ; 


Dancing shoes business. 
pa 4 tell 8 salt’ ef “ates shoes with every 


Eik sole. soft toe ballets, from size 7 in- 
fants’ to 9 women’s, per pe 
Fawn or pearl grey mature sandals. per 


. white satin hard toe profes- $2 
sional shoes, per pair 
WRITE FOR CATALOGUE 


AMERICAN TOE SHOE COMPANY | 
125 West 45th St., N. Y. C. 





The Complete Line of 
SHOE 


ORNAMENTS 
AND SPats 


Buttons and Zippers 

Manolis Manufacturing Co. 

4248 Ne. Crawford Ave., 
Chicage, til. 

















HEEL REST 


Developed by the 
plastic Industry 


$1 Doz. 9 Gross 
WINDOW ART DISPLAY 


1324 Washington 
St. Louis, Mo. 








PROFIT-FLASHER 


FIGURES MARKUP INSTANTLY 








SO YOURE GOING T0 
ST. ear f? STAY AT 
Hotel \kennox 
(TS RIGHT DOWNTOWN 
GOOD PARKING... AND 
MAN, WHAT SERVICE! 








Unusual Display Sells 
Reptile Shoes 


St. Louis, Mo.—Newspaper adver- 
tising coupled with an unusual island 
display at the front of the department 
rang up a sales volume of more than 
80 pairs of reptile pumps in Friday, 
Saturday and Monday selling in early 
November for the Sorority House shoe 
department in Famous-Barr Co., here. 

The shoes were advertised to the 
shopping public as a genuine value in 
late Fall wearing and took a place 
hard to fill in milady’s wardrobe. It 
was pointed out that the shoes had 
utility appeal in general or special 
wear and that the reptile would be in 
high favor throughout the balance of 
the Winter season. 

Real punch of the selling was the 
unusual island display of eight pairs 
of pumps with a 12-fcot reptile skin 
twined through the display. The skin 
drew passing attention early in the 
Friday morning selling, but by after- 
noon hundreds of women had paused 
to observe the unusual skin and then 
in turn examine the shoes on display. 

Salesmen reported that considerable 
customer comment from women actu- 
ally trying on shoes emphasized the 
unusualness of the display. 


Winter Weather Spurs Interest 
In Smooth Leathers 


CHICAGO, ILL.—Although black 
suedes still continue to lead shoe sales 
in Chicago retail quarters, the arrival 
of colder weather and the season’s first 
snow has brought a rapid rise in sales 
and interest in other type shoes. Alli- 
gator and reptile type shoes now oc- 
cupy second sales position, with calf, 
gabardine and patent all beginning to 
come into the picture. Gabardine and 
patent sales have been rising steadily 
and are expected by most retailers to 
get stronger from now on. Kidskin is 
also experiencing considerable activity 
in the higher-priced shops. Walled lasts 
and pug-type toes continue popular 
style sellers, and high-riding ties and 
built-up stepins in the conservative 
type shoes. Moiré and satin are also 
selling well in afternoon lines. 

With the donning of Winter coats 
and furs, brown has risen rapidly in 
popularity and has also received special 
promotion in a number of quarters. 
Maling Bros., dealing in the lower- 
priced field, have been featuring Beaver 
Brown as a “young idea that’s raising 
a fashion hue” and as an “exquisite 
footwear color that takes its cue from 
your furs.” Marshall Field & Co. has 
also run several advertisements de- 
voted to brown including “Field Aris- 
tos in smooth brown leather—a deep, 
rich brown, seal-smooth—piped in pat- 
ent, trimmed with lizard or perked up 
with stitching and tiny perforations. 
These lovely fashionable shoes are per- 
fect with brown furs and with all 
warm, Autumn colors.” 


No Mis-Mates with Mate Marks 
450 2450 2450 


c 
dn 





LEARN ADVERTISING 


NEsLOIITG 


F you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 


It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced 
course for mature people. 


Write today for the free booklet 
. it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 


260 Tremont Street Boston, Mass. 











HOTELS 








IN ST. 1h STAY A 


Hotel ‘Len aioe 
DOWNTOWN, GOOD PARKING 
}} GOOD FOOD ano REAL SERVICE 











Mandel’s Basement Children’s 
Department Remodeled 


CHICAGO, ILL.— The basement chil- 
dren’s shoe section at Mandel Bros. has 
recently been completely remodeled. 
Emphasis is placed on children’s shoes 
through large photo murals depicting 
various scenes of childhood activity. 
The department has been done over in 
blond wood, and new tables, chairs and 
fitting stools installed. All stock is now 
hidden. 





